The Airlines Promote Travel Business With Films 
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More and Better 
SALES TRAINING 


way to get more sales is to hire more salesmen. 


But if trained salesmen outsell untrained men 25 to 
100% (and that’s what a survey of 547 companies very 
clearly shows), why shouldn‘t the emphasis be put on 
training? 

We submit it should! We know many highly com- 
petent Sales Training Executives who could do a terrific 
job . . . (1) if the importance of their work in terms of 
potential profits were more clearly recognized, (2) if they 
were given the leeway to initiate and execute top-flight 
training programs. 


We can’t do the work of these men, and we wouldn't 
attempt it. Our job is chiefly this: to provide the training 
tools — slidefilms, motion pictures, graphics — that will 
help these training experts build more sales per dollar 
in a shorter period of time. AND THIS WE DO. 


Ask us to give you concrete proof of what our serv- 
ices can mean to your company. Write on your business 
letterhead, or telephone Circle 7-6110, TODAY. 


MANY companies still seem to think that the one © 


FILMS, INC. 


NEW YORK «+ TEL. CIRCLE 7-6110 
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FOR BYRON 


FIRST PLACE AWARD AT THE VENICE INTERNATIONAL 

FILM FESTIVAL FOR THE MOTION PICTURE 

‘COMPLICATED EXODONTIA,' PRODUCED FOR THE 
UNITED STATES NAVY. 

LA BIENNALE DI 


studios and laboratory 
1226 wisconsin avenue, n. w. 
washington 7, d. c. 
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QUALI I y is something 
that cannot be argued into motion 
picture of promised it. Ie must 
be built there. If it isn built there, 
the finest sales talk 19 the world won © 
act as @ substitute: 
couldn't COPY my and left “em sweating: 4 | 
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ability t© produce current thinking and | 
inspired creation 1S of the greatest assets 
producer bis client: That's why our 
clients repeatedly come ack to us, in che case 
Some of the many w ere. Let hel 
repeatedly by Roland Reed we is Lune 
UNITED grates STEEL westinGHouse 
INTERNATIONAL suver STEWART WARNER corr 
srawpano OF MOTOR COMPANY 
AMERICAN qosacco CALVERT DISTHLLERS sr’ vere O 
. Beverly pills, coliforni@ 


TRace 


CRYSTAL-BEADED 


“PROJECTION 

Exclusive...to project 

the most effective story 
ever told! 


MAKES COLOR SLIDES 
AND MOVIES 


Do-tite DELUXE CHAL- 
LENGER (8) Screen 
Now with white 
MAGIC’ | Quick 

te vet up All 


meta! triped fer 
extra rigidity 4 
ol! stenderd 
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Show a more brilliant, effective story in the 
schoolroom, at sales meetings, presentations . . . 
enjoy home color movies and slide shows more 
than ever before—through the magic of WHITE 
MAGIC! Controlled manufacture enables the 
screen surface to hold many more glass beads. Re- 
sult a whiter, brighter screen that stays whiter, 
brighter Jonger’ And WHITE MAGIC has a wider 
viewing angle! 

Da-Lite offers a complete line of WHITE MAGIC 

Screens priced from $3.50 to $104.50. 


DA-LITE SCREEN CO. INC Dept. 856-15 
2/0) N. Puleski Chicage 39, Iilinois 


Please rush me a FREE copy of the new 
WHITE MAGIC” booklet thot tells me how 
to improve my movie and slide shows 
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Nome — 
Addie 
City Tone State 
DA-LITE America’s FIRST and FINEST 
Projection Screen! 


SIGHT & SOUND 


* NATIONWIDE PUBLICITY for 
the business film medium has been 
piling up through recent articles 
ind features appearing (or sched 
uled to appear) in such publications 
as Occv- 
INSTITL TIONS, 


Horet Mosxtury, Tipe and innum- 


PATIONAL HaZzanps 
erable internal house organs of na- 


tional « ompanies 


Maintaining long-established 
policy of open cooperation with 
such efforts, the Editors of Business 
SCREEN have given freely of time 
researchers and 
addition to 


written text for some of the many 


and material to 
writers in supplying 
olumos written about this) me 
dium. But the groundswell of busi 
ness interest is of its own making; 
the number and extent of recently 
produced business films of unusual 
merit and the widespread showings 
of such films for all purposes with- 
in industry itself as well as to con- 
sumers is largely responsible. 


The Awards Parade Continues 

© We report in detail this month 
the choices of the audience juries at 
the respected and now traditional 
Cleveland Film Festival. But) one 
event which took place there de- 
serves reemphasis. We refer to the 
recognition and subsequent afhlia- 
tion of the Cleveland Film Council. 
sponsors of that event, with the 
Cleveland Chamber of Commerce. 
The Chamber's recent move in the 
direction of a film information 
service and the services of a full- 


time secretary to answer business 


film inquiries in that region is a 


notable forward step 

Other Chambers of Commerce, 
particularly in large industrial cen- 
ters like Cleveland. will do well to 
emulate this service. To any and 
all we offer our full cooperation and 
physical assistance in setting up a 
dependable check-list) service on 
available film titles and their 


sources 


Industrial Advertisers See A-V 

Demonstration at Annual Meeting 
® Members of the 
trial Advertisers Association, meet- 


National Indus- 


ing in Chicago's Palmer House 
through July 2 witnessed a group 
demonstration of audio-visual 
equipment arranged on that date. 
Five different lines of equipment 
were demonstrated on the program, 
including magnetic sound motion 
picture projection (shown by 
George Oakley of Bell & Howell); 
automatic slide projection (demon- 
strated by Maurise Mummert of 
Admatic Projector and M. C. Brod, 
Adslide 
Co.): continuous motion picture 


Kenneth 
Ford of Triangle Projector Co.) ; 


president of Projec tor 


projection (shown by 
and sound slidefilm equipment 
(demonstrated by Robert Shoe- 
maker of the DuKane Corpora- 


NAVA Convention Opens Aug. 2 

® The Seventh Annual Convention 
and Trade Show of the National 
Audio-Visual Association opens at 
Chicago's Hotel Sherman on Satur- 
day, August 2 and runs through 
Tuesday. August 5th. A special all- 
day meeting of Industrial Audio- 
Visual Association members will be 


held on Monday. August 4. & 
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The Farm Bureau 


* CHICAGO 
1345 Argyle St. 


NEW YORK 
385 Madison Ave. 


*DETROIT 
1000 Dime Bidg. 


At the fifth annual Cleveland Film Festival 
“The Mark of C” sponsored by Anheuser- 
Busch and “A Closed Book’ made for The 
Farm Bureau Insurance Companies won top 
honors in the public relations and safety 
classifications respectively. Only six films of 
commercial producers were so honored and 
Wilding was the only producer to have two 
films win the first place awards. 


oductions, 


CLEVELAND ST. LOUIS CINCINNATI *HOLLYWOOD PITTSBURGH 
1010 Euctid Bldg. 4378 Lindell Blod. Enquirer Bldg. 5981 Venice Blud. Law & Finance Bidg. 
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PICTURE 
EQUIPMENT 


erever motion picture cameras roll, you'll find 
Houston-Fearless equipment. For complete 
camera mobility in the studio end on lacation... 
for maximum efficiercy and dependability in the 
processing leb...it's Housten-Fearless the 
World over. 


A STON + DEVELOPING MACHINES » COLOR PRINTERS + FRICTION HEADS 


PEARLESS 7 


Corporation 11801 W. OLYMPIC BLVD + LOS ANGELES 64, CALIF. 
“WORLD'S LARGEST MANUFACTURER OF MOTION PICTURE PROCESSING EQUIPMENT” 


New York City Producers 
Fight Loss of TV Revenue 

® New York City faces the 
loss of two billion dollars in 
television film production to 
Holly wood within the next five 
vears unless adequate studio 
facilities are constructed. That 
was the essence of a statement 
made recently to New York's 
City Commissioner of Com- 
merce by David |. Pincus, 
president of Caravel Films and 
chairman of an industry-wide 
producers’ committee. 

Mr. Pincus and bk. J. Lamm, 
president of the Pathescope 
Co. of America, pointed out 
that between 80 and 85 per- 
cent of all television shows will 
be broadcast from film within 
five vears. Unless New York 
is geared to combat the cam- 
paign already launched by 
Hollywood, the city faces the 
loss to the West Coast of the 
bulk of this recognized pro- 
duction potential which is ex- 
pected to reach the two billion 
dollar level by 1957. 

Recommendations made to 
the Commissioner of Com- 
merce, Walter T. Shirley, were: 
1) That a permanent author- 
itv be established to supervise 
a program for the development 
of necessary production facil- 
ities; 2) That a survey be un- 
dertaken immediately to locate 
sites in mid-Manhattan which 
may be adapted for sound 
stage use by New York's 300 
film producing companies on 
a cooperative basis: 3) That a 
public relations program be 
formulated to combat Holly- 
wood propaganda aimed at 
luring television film activity 
from New York. 

Herman Nelson School Film 
Showing to Sales Personnel 
® Design for Learning, recent- 
ly produced by Wilding Pic- 
tures for the Herman Nelson 
Division of American Air Fil- 
ter Co., Ine., during the first 
month it was available had 25 
screenings with a total audi- 
ence of more than 1500 people. 

In a three page letter to the 
sales force the sponsor's ad- 
vertising and sales department 
stressed the sales applicability 
of the film, quoting the praise 
of architects and engineers 
who saw the company’s heat- 
ing and ventilating system pre- 
sented in the film. 

Distribution to school au- 
thorities will begin when the 
fall term opens in Sept. Rg 


BUSINESS SCREEN MAGAZINE 


| 
; f —_ 
FRARLESS 
| MOTION 
G 
* COLOR DEVELOPERS + DOLLIES * TRIPODS + PRINTERS + CRANES 
| 
6 


PLEASURE 


WITH THE 


NATIONAL 


TRADE -MARK 


16 mm CARBON ARC 


HEREVER a hundred or more people gather for 16 mm showings, 
the “National” Carbon Arc is a must for that optimum screen 

lighting so essential to comfortable auditorium viewings. 

Your prospects and customers — if it’s a sales film — will feel more 
“at home”, more receptive to a comfortably lighted picture. 

Medical students, athletes, trainees and educators of all sorts, get 
more from the sharp, brilliant details rendered by the carbon arc. 

Audiences of industrial and institutional motion pictures are much 
more impressed by the high-light-level action and fidelity of color that 
mark 16 mm carbon-arc projection. 

Users everywhere are pleased with their safe, simple, 16 mm carbon- 
arc equipment. They are quick to appreciate the economy of 4 times as 
much light at \s the operating cost of the next best light source. 


FOR COMPLETE DETAILS, WRITE TO 
NATIONAL CARBON COMPANY, DEPT. AA 


When you buy projector carbons —BUY “NATIONAL”! 


The term “National” is 4 registered trade-mark of Union Carbide and Carbon Corporation 


NATIONAL CARBON COMPANY 


A Division of Union Carbide and Carbon Corporation 

30 East 42nd Street, New York 17, N.Y. 
Dastrict Sales Offices: Atianta, Chicago, Dallas, Kansas City, New York, Pittsburgh, San Francisco 
In Canada; National Carbon Limited, Montreal, Toronto, Winnipeg 
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For Instant Movability 
and Advanced Design 


“HYDROLLY”’ 


(TV OR CAMERA DOLLY) 


Hydraulic lift type tor fast up 
ward and downward motion 
of TV and Motion 


cameras Lightweight 


Picture 
sturdy 

easily transported in a sta 
tion wagon. Fits through a 
28° door. Adjustable leveling 
head In line wheels for track 
use Steering wheel and floor 


locks 


lémm or 35 mm 
IMMEDIATE DELIVERY! 


Any combination of sprockets assembled to 
your specifications. Sturdy cast aluminum 
construction. Foot linear type, with frame 
divisions engraved on 


sprockets. Contact 


positive 
film contact. Fast fingertip roller release 


rollers adjusted individually for 
sprocket shaft slip lock, complete with foot 


age counter 


VARIABLE SPEED MOTOR with TACHOMETER 
for Cine Special and Maurer Cameras 


115 V. Universe! Motor—AC-0C 
Veriable Speed 6-64 Frames 
Seperate Base for Cine Special 
Adapter for Maurer Camere 


INTERCHANGEABLE MOTORS: 

12 Volt DC Variable Speed 8-64 Frames. 

118 Velt AC 60 Cycle, Synchronous Motor, 
Single Phase. 


Animation Motors for Cine Special. Maurer 
B&H. Mitchel] Cameras, Motors for Bolex and 
Fimo Cameras, and Time Lapse Equipment 


e LENS COATING 
eT" STOP CALIBRATION 
e@ DESIGNING and MANUFACTURING 


of lens mountings and camera equipment 
for 16mm and 35mm cameras 

@ BAUSCH & LOMB "BALTAR" 
LENSES and others tor Motion Picture and 
TV imeras 

@ RENTALS — SALES — REPAIRS: 
Mitchell, Eyem Bell & Howell, Wall 


ne Special Cameras, 


Write for full information and prices 


NATIONAL CINE EQUIPMENT, Inc. 


209 WEST 48th STREET, NEW YORK 19, N.Y. 


Camera Eve 
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AEC Releases 35mm Stock Footage 
of Unclassified Atomic Material 

® Security and operational consid- 
erations often make it difficult if not 
impossible for commercial and gov: 
ernment units to film atomic energy 
installations. With this in mind, the 
Atomic Energy Commission, re- 
cently announced the availability of 
100,000 feet of un- 


edited, assembled, 35mm black and 


approximately 
white stock film footage (without 
sound track} to encourage graphic 
education in unclassified fields of 
atomic energy by both commercial 
and government organizations, 

The material covers unclassified 
ALC and contractor activities na- 
tionwide in the fields of medical. 
biological, physical and agricultural 
research; engineering, radiation 
chemistry, nuclear reactors,  par- 
ticle accelerators, radioisotope pro- 
duction and use, radiation detection 
instruments, health physics, meteor- 
ology, communities, construction, 
metallurgy and remote control de- 
The footage was shot by a 
photo crew of the U.S. 
nal Corps. 


vices 


Army Sig- 


The AEC is ready to give techni- 
cal advice, and will cooperate in 
making available the footage on re- 
quest’ provided the proposed use 


will accurately present atomic 


energy information, and will not 
hinder the operations or progress 
of the national atomic energy pro- 
gram or the U.S. government. Re- 
quests for information should be 
directed to the Chief. Publie Infor- 
mation Serviee, USAEC, Washing- 
ton 25, D.C. 


Trade Association Executive 
Writes on Use of Sponsored Films 

* The sponsored, public relations 
film recently received a brief, but 
keen, Here's How, 
American Trade Association Execu- 


analysis in 


tives’ newsletter which specializes in 
case histories on association activ- 
ities. Written by C. C. Perrer, gen- 
eral manager 


of Canadian Paint 


Varnish and Laequer Association, 
the article points up the number one 
result of a public relations film to 
be the development of an instrument 
which brings the trade association 
closer together in a common. pro- 
pram. 

Referring to an association's spe- 
Mr. Pettet 


members of the asso- 


cihe film program, 
writes 


ciation saw the results of the asso- 


BUSINESS 


ciation activity in package form. Be- 
cause of the film copies plac ed at 
their disposal, they were provided 
with a means for furthering the 
program in their own way, adding 
trailers pointing up their own in- 
terests in a number of cases for 
sales promotion, employee training, 
publie education or other purposes.” 

A copy of the article, contained 
in Vol. 2, No. 2 of Here's How, 
may be obtained from 
Trade 


American 
Association Executives, 820 
Dupont Cirele Building, Washing- 
ton 6, D. C. The supply is limited. 

Health Groups to Study A-V Aids 
® Use of audio-visual aids will be 
one of the subjects covered at the 
HOth annual meeting of the Amer- 
ican Public Health Association and 
the annual meetings of 38 related 
organizations to be held in Cleve- 
land October 20 to 24. More than 
5.000 health 
workers from all parts of the free 
world will attend. 

Museum of Modern Art, Eastman 
House Combine Film Collections 


® Two famous film collections were 
form the 


professional public 


combined recently to 
world’s largest archive of films de- 
voted to the study and preservation 
of historical motion pictures. The 
Museum or Movern Arr Lt- 
BRARY in New York and the GEORGE 
Eastman House oF PHOTOGRAPHY 
in Rochester agreed recently to com- 
bine their film libraries as well as 
to coordinate their efforts to locate 
and acquire the still missing mile- 
stones of motion picture history. 

Already on loan to Eastman 
House are the Eastman Historical 
Photographic Collection, lent by the 
Eastman Kodak Co. and the James 
Card collection, lent by the assist- 
ant curator, The major archive of 
films at Eastman House is the L. 
Corrin Strong collection. 

When the films belonging to the 
Museum of Modern Art Film Li- 
brary arrive at Eastman House, the 
combined 


collections will include 


nearly every outstanding — picture 
produced from the time of Edison 
and Lumiere films of 1894 to some 
of the most recent Academy Award 
winners. 

Films of both collections will be 
available for 


study at Eastman 


House through showings to in- 
dividual students, film societies, and 
to members of the motion picture 
industry. 

Audio-Visual Equipment Guide 
® A broad review of all audio-visual 
equipment is currently in prepara- 
tion by BusINESs SCREEN. 
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Compare it feature for feature . . . compare 
it advantage for advantage with any other 
projection-viewer—no matter what the price. 
Then give it the toughest test you know — 
right on the selling desk in ordinary room 
light. That's where you'll prove conclusively 
the FR Port-A-View is the most efficient . . . 
the most economical . . . the most productive 
visual selling aid your dollar can buy. That's 
why you'll agree that no projection-viewer 
comparable in price will have all of 

. and that any 


projection-viewer with comparable features 


these features. . 


costs much more. A demonstration 
will convince you and your customers. 


Carrying case may be purchased separately: 


Holster style $12.50. Eveready style $14.95. 4 
Write for full color descriptive brochure. 


The FR Corporation, 955 Brook Avenue, New York 56, N. Y. 


COMPARE 


SLIDE PROJECTION- VIEWER 


THIS 


World-Wide Film Practices 

Discussed at Two-Day ISO Meeting 
® Delegates from 23 
tended a two-day committee meet- 


nations at- 


June 9- 
10, in order to discuss world-wide 
standards of practice and equip- 


ing, Monday and Tuesday, 


ment in the field of motion pictures. 
The two-day meeting was held at 
Columbia University in conjunction 
with the 
Assembly of the 33-nation Interna- 
tional Organization for Standardiza- 
tion (ISO). 
Robert E. Gay, 
American 


second triennial General 


president of the 
Standards Association, 
was host at all ISO meetings during 
the month of June. Mr. Gay, presi- 
dent of Bristol Brass Company, 
Bristol, Conn., reports that the Unit- 
ed States, through the ASA, holds 
the secretariat of the Committee on 
Cinematography. Some nations rep- 
resented in the discussions in New 
York City, included the United 
Kingdom, U. S. S. R., Belgium, 
Czechoslovakia, Hungary, 
Italy, Netherlands, Switzerland. 

F. T. Bowditch of National Car- 
bon, Cleveland, Ohio, acted as chair- 


Fran 


man of all motion picture commit- 
tee meetings. Chairman Bowditch is 
engineering vice president of the 
Society of Motion Picture and Tele- 
vision Engineers, 
the work carried out in America by 
ASA Sectional Committee on Stand- 
& ards for Motion Pictures. 


hic h sponsors 


Chairman of the American mo- 
tion picture delegation was D. R. 
White, Photo Products Dept.. E. I. 
du Pont de 
Members of the American delega- 
tion included Joseph E. Aiken, Navy 
Dept.: Paul Arnold, Herbert 
Barnett, General Precision Equip- 
ment Corp.: F. FE. Carlson, Eastman 
Kodak: E. K. Carver, Eastman Ko- 
dak; Raymond Davis, National Bu- 
reau of Standards: Lt. Colonel Al- 
phons Dillinger, Dept. of the Army: 
G. L. Dimmick, RCA Victor: J. K. 
Hilliard, Altee Lansing Corp.; H. J. 
Hood, Eastman Kodak: D. E. Hynd- 
man, Eastman Kodak: W. F. Kelley. 
Motion Picture Research Council: 
Henry Kogel, SMPTE: Dr. W. W. 
Lozier, National Carbon: J. A. 
Maurer, J. A. Maurer. Ine.: 
Nemec, SMPTE: M. G. Townsley, 
Bell & Howell: Dr. D. R. White, E. 
I. du Pont de Nemours & Co.: 
J. G. Stott, 
tories. 


National Audio-Visual Association 
in New Evanston Headquarters 

® The National Audio-Visual Asso- 
ciation recently moved into new of- 
fices at 2540 Eastwood Ave., Evans- 
ton, Ill. Telephone number is Davis 
8-3396. 


Nemours. 


Ansco: 


Boyce 


and 
Du Art Film Labora- 


10 
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° slide changer 
A mere flick of the 
nger changes 
smoothly. Accommo- 
‘ates up to 36 slides. 
3 i times in diameter, 
clearly, brilliantly on 
R 
ve 
lights up the moment 
4s Can be carried 
weighs a 
carrying case. 


P fessional. Equipment for Professional Results 
ro 


For over 25 years, Mitche!l Cameras have set profes- 
sional photographic standards for the Motion Picture 
Industry. These flawlessly designed, ruggedly con- 
structed cameras have proven thenwelves in smooth, 
positive operation under the most exacting condi- 
tions. Today, as yesterday, the World's greacest films 


depend upon Mitchell— professional: 


The Mitchell 35am Camera —sioncora equipment of major studios 
features—vo bring 35me quolity te 16mm screens. Equipped —is Internationally known bor dependobility ond pe-tormence. For 
with lémm Mitch«!! blimp, thie comera is feverite of lead photography, Mitchell 35’: ove ovellable in BMC (blimp 
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Don't Make Your 
Salesman Beast 


The days of lugging heavy sound slide-film ma- 


chines around are past. 
Today you don’t have to make a beast of burden 
out of your salesman. 


i He always objected to those over-weight, over- 
EB | * size, awkward machines with heavy screen and 


% separate record case. 
| THE PICTUREPHONE HAS BEEN THE FINEST aid sound slide-film unpopu- 


ar, and still do. 


| MACHINE ON THE MARKET FOR FIFTEEN YEARS Today you can have a Picturephone that weighs 


only 13 pounds including built-in, shadow-boxed 


_ screen and compartment for eight records and 
eight films— 

s A complete unit with everything enclosed, and 
4 you don’t even need a zipper bag to keep the dirt 
out. 


Abundant sound is evenly distributed through- 
out the room. 


You don’t have to sit in one certain place to 


| understand the words. Every syllable is clear as 
THE PICTUREPHONE crystal 


Projector at operator's finger-tips—no_pull- 
gf —ONE OF TEN MODELS cord nuisance. 
Plays microgroove and standard records. 

No latches to come open and collapse the ma- 
chine on the floor. 

No immediate damage if plugged into direct 
current. 

No sound deadening material in front of 
speaker. 

Many other features that cannot be incor- 
porated in old-fashioned sound slide-film machines. 

The Picturephone is basically different from all 
other sound slide-film machines and covered by 
basic patents. 


Nothing else is similar to it, could not be, under 
the law. 


If you buy sound slide-film machines without con- 
sidering the Picturephone, you will load yourself 
up with a lot of serious disadvantages that are 
hanging over from the old days. 


MANUFACTURED BY 


0. J. McCLURE TALKING PICTURES 11152 WEST WASHINGTON BOULEVARD, CHICAGO 7 


Telephone CAnal 6-4914 
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INTERPRETING 
COMPANY POLICIES. 


THE SUPERVISOR AS 


A REPRESENTATIVE 


SUPERVISOR TRAINING 
ON HUMAN RELATIONS 


Rocker Pictures, creators and producers of Manpower Develop- 
ment programs for business and industry, announce another 
“First” in the vitally important field of “Human Relations.” 


It is a complete and permanent program that is both flexible 
and practical; created from the actual experiences of leading 
Training Directors throughout the country. It has been designed 
to be used effectively by both large and small organizations, 


regardless of the type of business or the level of supervision. 


The material provided is basic enough for use in solving 
specific problems in your organization, and flexible enough so 
that you can set up definite objectives and follow-up. 


Complete and Permanent Program 


*® The “Supervisor Training On Human Relations” program 
contains everything a training director needs. It is so complete 
and almost automatic in its use, that management may delegate 
any responsible person to conduct the entire training program, 
with complete confidence that every desired result will be 


achieved. 


The course consists of eight two hour sessions employing 
every up-to-date technique, from the controlled conference to 
the sound-slide film. The eight pictures you see on this page 
represent the vitally important subjects which are thoroughly 


covered by the eight two-hour sessions. 


The conference leader will be supported with all the “tools” 
necessary to conduct an effective meeting. They include a 
guiding text of appropriate commentary, revealing questions to 
stimulate discussion, illustrative chart material to point out the 
highlights, and to make the course complete, a specially pro- 
duced 15 minute sound slide film which dramatizes each of the 
eight subjects. The films vividly bring to life, and drive home 
the major points and conclusions of the conference. 


Finally, to assure maximum penetration and retention, fol- 
low-up material is provided for management to send out to the 
supervisors. It includes personalized letters recapping each 
session and a certificate reeognizing satisfactory completion 
of the course. 

* The complete program is available for immediate delivery 
upon receipt of your purchase order for $320.00. Where multi- 
ple sets will enable you to cover your organization more quickly 
and adequately, a quantity price is available. 

If for any reason you find the policies of your organization 
should conflict with the “Supervisor TRaininc ON HuMAN ReLa- 


TIONS” program, you may return the material without obligation 
in five days. 
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Meet my big brother / 


WITH THE INSTALLATION OF OUR NEW FONDA 
FILM PROCESSING EQUIPMENT AND OUR 35mm 
TRAINED TECHNICIANS — WE ARE NOW ABLE 
TO GIVE YOU A COMPLETE 35mm FILM SERVICE 
—~WITH THE SAME QUALITY AND SERVICE THAT 
HAS MADE OUR l6mm LABORATORIES SO 
SUCCESSFUL 


~WE THANK YOU FOR MAKING THIS POSSIBLE— 


Calor Prints 


« BAW Daily and Release Printing 
Developing 
Reversal Work Prints 


«B&W Dupe Negatives from Color or Reversal 
Originals 


« lémm BAW Reductions from 35mm 


« Electronic Recording of Sound Tracks to Color 
Release Prints 


« Magnetic Recording Truck for Motion Picture 
and TV Production 


«Expert Timing for Exposure Correction—Color 
or BAW. 


BOTH 16 AND 35mm COMPLETE FACILITIES 


CALL OR WRITE FOR OUR NEW 
COMPLETE PRICE LIST 


FILM LABORATORIES 


61 NORTH HIGHLAND AVE. 


‘HOLLYWOOD 38, CALIFORNIA 


The Commercial Newsreel 


NEW SPONSORED FILM PROGRAMS OF THE CURRENT PERIOD 


Role of Savings and Investments 
Analyzed in New Bankers’ Film 
U.S.A. is the title 
of a new l6mm sound film sponsor- 
ed by the Investment Bankers As- 
sociation of America and viewed by 
members for the first time at the 
Spring Meeting of the Board of 
Governors, May 1417, the Green- 
brier, White Sulphur Springs, West 
Virginia. 


Opportunity 


The film develops the saving-in- 
vesting theme and in narrative form 
portrays the role of the investment 
banker in that process, It shows 
how the investment banker channels 
the savings of the nation into use 
by business and government to pro- 
vide a constant flow of modern 
tools so essential to an expanding 
economy. Running time of the film 
is 27 minutes. 

U.S.A. 


will be made available in June for 


Prints of Opportunity 


the use of members, General circu- 
lation will begin in September. 
The film project was initiated by 
Joseph T. Johnson, of The Milwau- 
kee Co., president of the assoc iation, 
as part of the public education di- 
rection of NORMAN Merrill 
Fenner & Beane. 
chairman of the I.B.A, education 


committee, 


Lynch, Pierce, 


U.S. Foreign Policy Studied in 
Quoaker's “A Time for Greatness" 
® To stimulate thinking and dis- 
cussion of the fundamental issues of 
American foreign policy, the Amer- 
ican Friends Service Committee has 
released A Time for Greatness, 
lomm sound film based on the com- 
mittee’s pamphlet “Steps to Peace.” 
Analyzing the moral problems posed 
by Ameri as dependen e oon mili- 
tary strength, the 27-minute film is 
an exposition of the Quaker’s point- 
of-view toward U.S. foreign policy. 

{ Time for Greatness may be 
borrowed from any of the 14 local 
offices of the Friends’ committee (a 
small service fee is charged in a 
few of the offices) or it may be 
purchased outright for $25. Detailed 
information may be ph mete d from 
the American Friends Service Com- 
mittee, 20 South 12th St.. Philadel- 
phia 7, Penn. 


Sharp & Dohme, Dept. of Defense 
Sponsor Blood Plasma Film 

® Philadelphians soon will see the 
complete story of blood plasma on 
television in a 15-minute film joint- 
ly sponsored by Suarpe & Doume, 


Inc., largest processors of blood 
plasma in the world, and the U.S. 
Department of Defense. 

To be presented on WFIL-TV, the 
film will record every phase in the 
development and use of whole blood 
and blood plasma — collection of 
blood at local centers, the operation 
of Sharp & Dohme facilities in pre- 
paring the blood for distribution, 
and the eventual use of the whole 
blood and plasma on battlefields. To 
impress the people at home with 
the tremendous importance of blood 
plasma to America’s fighting men, 
films of blood actually in use on the 
front lines will be integrated into 
the film. 

The completed film will be made 
available at cost to other television 
stations, and additional prints will 
be set aside for use by county med- 
ical societies, conventions, and civic 
organizations. Additional informa- 
tion may be obtained from Sharp & 
Dohme. Inc... 640 No. Broad St.. 
Philadelphia 30, Penn. 


Bakelite Sponsors Plastic Film 
® Modern uses of plastic are re- 
viewed in Flight to the Future, 
color and sound film sponsored by 
BAKELITE COMPANY, a division of 
Union Carbide and Carbon Corp. 
Premiered recently at Chicago's Es- 
quire Theatre, the film explains how 
deeply plastics have entered into the 
lives of everyone both in the 
home and in business. 

Modern Talking Picture Service 
will distribute the new film na- 
tionally for the Bakelite Co. 


Film Program to Serve 200,000 
* The nation’s capital has a com- 
munity film program that is jointly 
sponsored by the city’s Evening Star 
newspaper, recreation department, 
and “The” Film Center, headed by 
C. T. Cuanpier, former member of 
the NAVA board of directors. 

This summer the program is ex- 
pected to serve more than 200,000 
people with its pictures. 


To Serve You Better— 
A New and Larger Studio 


159 East Chicago Avenue 


CHICAGO 11 


THE KNIGHT STUDIO 


Distinctive Type Titles for 
Motion Pictures, Slidefilms, TV 
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Thought - Ful 


Commonly, the word “thoughtful” 1s applied to personal relation: 


ships between people who are extremely close to each other — con i 


noting heedfulness, attention to comfort, consideration of feeling 


In our work, we think of “thoughtful” as meaning: fall thought ! 


to the problems and needs of our clients 


Full thought requires studious, intelligent, knowledgeable ques- 


tioning . . . analysis . . . application of our experience to each 


individual situation we encounter 


Only after this do we apply our tools 


motion pictures and film- 


strips —in the client's behalf 


PATHESCOPE PRODUCTIONS 


THE PATHESCOPE COMPANY OF AMERICA, INC 
580 FIFTH AVENUE, NEW YORK 36, N. Y. 
PLAZA 7-5200 


PRODUCERS OF + MOTION PICTURES + FILM STRIPS + TELEVISION 
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Compelling Photography 


| 


Appealing Animation 


N PICTURES 
ISION COMMERCIALS 


SLIDEFILMS 


duPont’s 150th Anniversary Now 
Being Observed by Ceremonies 

® The 150th anniversary of the 
founding of E. pt Pont pe Ne- 
MOURS AND COMPANY is being ob- 


served this vear Special ceremonies 
at the site of the company's first 
mill on Brandywine Creek are being 
attended by employes and members 
of the duPont family on July 18. An 
audience of nearly 7.000 people, 
mostly active and retired duPont 
employes, many of them selected to 
represent each of duPont’s 71 
plants and many of its laboratories 
and sales offices, located in 25 
states will be in the audience. 

The duPont Story, Te« hnicolor 
sound motion picture production 
depicting the eventful history of the 
company since its founding has al- 
ready played an important part 
through nationwide family show- 
ings. lomm general release of the 
picture has also now been arranged 
through the facilities of Modern 
Falking Picture Servier. Apex Film 
Corporation of Hollywood was the 
producer. 

The Brandywine ceremonies will 
include an historical dramatic pro- 
logue depicting the company’s 
founding. In the prologue the roles 
of Eleuthere lrenee duPont de Ne- 
mours, founder of the company, 
and his wife, Sophie, will be por- 
traved by Eduard Franz and Miss 
Sigrid Gurie who played the same 
roles in The duPont Story. 

Other members of the duPont 
employee family will hold local 
celebrations and hear the program 
which will be broadcast over the 
NBC radio network from 3 to 4 
pam, (EDT). 

Drive-in Theatre Audiences 

See Armour Product Pictures 

* The phenomenal rise of the drive- 
in theatre, from less than 300° in 
number four years ago to nearly 
3.000 operating this vear has been 
an important factor in Hollywood's 
comeback. It has also prov ided 
business with some excellent. tie-in 
opportunities and at least one na- 
tional food concern has met the 
challenge. 

Refreshment intermissions form 
an integral part of the drive-in pro- 
gram and Armour and Company 
has produced a series of lively, one- 
minute color shorts to announce 
these intervals. Catchy jingles sung 
by Bing Crosby's Starlighters of ra- 
dio fame remind viewers “its time 
to stretch their legs, perk up with a 
cooling drink, a box of popeorn 
and a delicious, sizzling Armour 
Star Frank on a bun!” 


Original music for the shorts was 
composed by Charles N. Shaw of 
the Armour merchandising depart- 
ment. who also wrote the words 
with the aid of department mem- 
bers. The Armour films, made in 
Hollywood by Stanley Neal Produc- 
tions, were premiered in Atlanta 
this spring and are rapidly gaining 
circulation. The list already includes 
theatres in Birmingham, Jackson- 
ville, Chicago, Portland, and 
throughout Texas and Oklahoma. 
Wherever the films are shown, drive 
in operators are enthusiastic about 
reported big jumps in their refresh- 
ment business. 

The pay-off is in direct sales in- 
creases. Portland drive-in ex- 
hausted a four-day week end supply 
in two days: called for emergency 
supplies. Tests made at other loca- 
tions showed doubled sales and re- 
tailers in drive-in areas also report 
increases in home sales after these 
“samplings” and brand identifica- 
tion at the drive-ins. 


The Index of Sponsored Films 

Publication in the forthcoming 
issue 5 of BUSINESS SCREEN is an- 
nounced for the semi-annual listing 
of reeently-produced sponsored 
films reviewed in these pages. The 
Index of Sponsored Films will 
appear here next month. Ye 


WANTED | 
STUDIO PRODUCTION © 
SUPERVISOR 


by nationally known studios located 
in Midwest. Opportunity for experi- — 
enced executive with motion pic- | 
ture, slidefilm and possible TV ex- | 
perience to head Films Division with 
profit-sharing possibility. Send full | 
particulars in confidence for atten- | 
tion president only. Address: 


BOX 7B 
BUSINESS SCREEN 
7064 Sheridan Road, Chicago 26 | 


Learn More 
_ About Your Lenses 


Aperture of minimum distortion — 
Color Transmission 
Extent of color correction 


| OPTICAL STANDARDS | 


1350 North Highland Avenue 
Hollywood 28, California 
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Use the RCA MAGNETIC Recorder-Projector 


OW, MAKE YOUR ENTIRE FILM LIBRARY sell 

harder, train faster, explain more clearly 
... let every 16mm film you own tell a brand- 
new story with the new RCA magnetic recorder- 
projector that puts your own sound on film for 
instant playback. 


Look at these 
5 important, new business aids 


1. Make your own 
sound films 


Now you can actually make your 
own sound films—without studio 
facilities—at amazingly low cost. 
Shoot film with your present camera. Add sound to 
developed print with the new RCA recorder-projector. 


2. Add sound = 
to silent films 7, 


Give films the immediacy and im- \ vy | 
pact of sound and voice. Record J 
a fresh message minutes before a _ a 
showing. Or prepare a script, complete with music and 
sound effects. 


3. Make sound films 


) tell a new story 
. | Revamp distracting, out-of-date 
/ a commentary. Replace scratched 


sound track with sparkling, new 
magnetic sound—sound you never dreamed possible on 
16mm film. (80- to 7200-cycle response). Revive old, ex- 
pensive films that are gathering dust on your shelves. 


4. Make your 
message specific 


Personalize your message. Men- 
tion the purchasing agent, sales 
manager, foremen, or trainees by 
name. Quote this morning's price change, current de- 
livery schedule, or your bid on the job. 


5. Let your films 
speak two languages 


Your present optical sound track 
plus new magnetic track do double 
———— duty, give films two tongues. For 
example: technical and non-technical, shop talk and 
formal presentation, English and Spanish . . . both on 
the same film! 


Here's all you do... . Have a narrow magnetic stripe 
added to your 16- or 24-frame sound or silent !6mm film. 


Get started on your new film program today—Mail Coupon NOW 


RADIO CORPORATION of AMERICA 


Laboratory services are set up to do this quickly and expertly 

without destroying your present optical sound track — for 
a few cents a foot. (Films with perforations on both edges 
must be duplicated on single-perforation stock.) 


Project film in your RCA recorder-projector. Speak into 
the microphone as you watch the film. Play it back instantly. 
Keep it as long as you want it. Erase and re-record at any 
time. (Here's sound on film for 11% of the cost of optical 
sound!) It's simple as that. 


It's three equipments in one... 


(1) It’s an excellent instrument for projecting and reproduc- 
ing 16mm sound motion picture film— recorded both opti- 
cally and magnetically. It has all the operating conveniences 
of the RCA “400” line including the famous “thread-easy” 
feature. (2) It's an unequalled device for recording your own 
sound track on 16mm film. (3) It can serve as a public 
address system. 


—— LISTEN BEFORE YOU BUY —— 


Before you buy any type of sound projector, listen to the 
superb magnetic reproduction of the RCA recorder-projector. 
There's nothing like it anywhere on 16mm film. Listen . . . and 
compare . . . before you buy. 


Visual Products, Dept. 25FB 
RCA, Camden, N. J 


Without obligation, please send me the full story on 
new RCA Magnetic Recorder-Projector that puts my 
own sound track on 16mm movie film. 


Name_ 


Position____ 


Company 


Address__ 


City State 


| 


EASY -HANDOLING 


MAGNETIC TAPE REELS 


meonvlectured in accordance 
with the exacting stenderds set by the 


COMPCO CORPORATION 
wre Products tor the Audio 
Dismal 


2251 W Paul Ave 


Maun 


Chicage 47. Hlineis 


ideo! for project views! ed- 
wcetion end training subject 
slides 


Projects @ clean, sharp, clearly defined picture, 
even on largest screens, with motion picture brilliency 
ettained on screens up te 22 feet wide 


Projects intense, quiet, fickerless spot with 
shore edge from head spot te Just the ticket 
fer conventions, expositions and trede shows. Fast 
operating slide color boomerang 

Plegs inte any |10-welt Ne heavy reteting 
equipment secessery Adjustable, self-requieting 
transformer is on integre!l pert of the bese. Aute- 
metic ore control, Trim of carbons buras 60 minutes 


Write for tree literature and prices 


THE STRONG ELECTRIC CORPORATION 


CITY PARK AVENUE TOLEDO 2. OHIO 


PAPER EXECUTIVES STUDY FILMS 


OP EXECUTIVES of paper manufacturing 
companies who are members of the Wiscon- 
sin Paper Industry Information Service and 
who maintain a statewide community relations 
activity that has become a model of its kind 
throughout the nation joined with representatives 
of the American Paper and Pulp Association's 
Community Relations committee, as visiting 
guests, to hear an all day program on the “Sue- 
cessful Application of Sight and Sound Media 
to the Internal and External Problems of the 
Paper Industry 
With O. H. Coelln, Jr., editor and publisher 
of Business Screen, who handled preparations 
for this special forum, were co-participants Dr 
Walter A. Wittich, head of the Bureau of Visual 
Instruction, University of Wiseonsin and Richard 
M. Hough, midwest manager of Modern Talking 
Picture Service, Inc. as the program was pre- 
sented at the North Shore Golf Club, near Men 
asha, Wiseonsin, on June L9th. Ofheially desig- 
nated as the Industry's ninth company com- 
munications conference, arrangements were un- 
der the direetion of John T. MeCune, as program 
coordinator, Arrangements for Mr. Coelln’s par- 
ticipation were handled by Robert Newcomb 
and Marge Sammons, nationally-known industrial 
relations counsellors and advisors to the Indus- 
try group 


“Short Course” in Business Films 

Nathan Bergstrom, president of the Bergstrom 
Paper Company. presided and M. J. Schulenburg, 
director of public relations for the Kimberly- 
Clark Corporation, was chairman of the con- 
ference program 

Screenings of selected films together with pro- 
gressive discussion of film production problems, 
equipment progress and film distribution pro- 
cedures were highlights of the all-day forum. A 
“short course in sponsored film suceess” was the 
aim of the program. Dr. Wittich’s special topic 
concerned the interest of Wisconsin school chil- 
dren in the proper delineation of the paper in- 
dustry’s role in state affairs through the screen 
medium. He reviewed acceptance standards for 
such sponsored film material and cited numerous 
examples of good films now being circulated to 
schools throughout the state. 

Mr. Hough presented the picture of progress 
in effective sponsored film distribution through- 
out the U.S. The standards and special material 
developed by Modern Talking Picture Service in 
assuring both sponsors and audiences of the 
“right film at the right time,” were highlights of 
his presentation, 


Reviews Progress: Cites Buyer's Guide 

Mr. Coelln’s presentation included a review of 
general progress in sponsored film production 
in recent years, the acceptance of these films not 
only by l6mm audiences but as regular program 


fare in theatres and as sustaining material on 
television. Specific rules for the successful aequi- 
sition of sponsored pictures (through such stand- 
ards as those developed by the Films Committee 
of the Association of National Advertisers co- 
operating with established film producers) were 
reviewed in detail for these prospective buyers 
of film production. 

The evolution of media toward greater pre- 
ponderance of visual tools, also stimulated by 
t.v. and pictorial media, was traced as the chal- 
lenge for greater and more effective use of visuals 
by the paper industry was laid before the 
audience. 


Films Round Out Communication Tools 


‘The challenge for success in the visual me- 
dium is not ours alone, Mr. Coelln stated, “but 
one which you cannot escape if you wish all 
phases of your business to progress . . . as well 
as to maintain the understanding and cooperation 
of the general public in your communities.” The 
usefulness of films in community and labor re- 
lations: as educational material throughout the 
graphic arts (where much new material is needed 
to stimulate both employment and higher stand- 
ards) and in product promotion generally was 
the text of his concluding remarks. Sate 


New York State’s Prison Education Chief 
isks Cooperation in Obtaining Films 

* There's an open request for film loan assist- 
ance from Howard L. Briggs, vocational educa- 
tion director of New York's State Department 
of Education. That state’s prison system, which 
annually trains 50,000 individuals, needs films 
dealing with trades and skills. The long-term loan 
or outright gift of prints is requested, after a 
preview and check of suitability. 

Industrial film sponsors are asked to send 
copies of film catalogs or descriptive circulars to 
Mr. Briggs in the above department, State Office 
Building. Albany, New York. 

Members of the Industrial Audio-Visual As- 
sociation have been asked to cooperate in this 
important project. It costs $1400 a year to keep a 
man in prison: the social gain in his return to 
productive and self-supporting civilian life is 
well worth industry's whole-hearted cooperation. 
John Flory, chairman of the Films Committee of 
the Association of National Advertisers, is also 
cooperating in this effort. 


Industrial Audio-Visual Association to 
Hold One-Day Meeting During NAVA Show 
* Members of the Industrial Audio-Visual As- 
sociation, representing leading users of spon- 
sored films, will actively participate in the forth- 
coming annual convention program of the Na- 
tional Audio-Visual Association to be held at 
Chicago's Hotel Sherman from Saturday, August 
2 through Tuesday, August 5. 

\ special IAVA program committee, headed 
by John Powers, Illinois Bell Telephone Com- 
pany, has prepared a one-day meeting schedule 
for Monday, August 4. IAVA members will reg- 
ister on that morning and continue through a 
full day of sessions. From 10:45 to 12:15 a.m. a 
joint meeting with members of NAVA will fea- 
ture discussion of “Serving Industrial Audio- 
Visual Users.” Bernard Cousino of Toledo will 
represent the dealer group. QR 
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WHAT THE ANSWER? 


With both defense and civilian production expanding, industry needs 


more competent help than it can get—and this need is increasing. 
Especially in the technical and research fields there is a drastic short- 
age and discouraging turnover of trained personnel. Technological 
advances, new processes and radically changing operations, all call 
for thorough training and new skills. 


But in facing this problem modern business and industry know that 


the medium is at hand which can greatly help with the solution 


Saund Masters, Inc. 


ESTAB. 
1937 
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165 WEST 46TH STREET — NEW YORK 36... PHONE PLAZA 7-6600 


Carefully produced and well used training films supply the answer 
Such use of the screen quickly yet thoroughly instructs large or small 
groups already on the payroll, as well as indoctrinating new employees. 
We have had a wide experience in this type of work and can make 
important contribution to your specific training problems, with just 


the impact and fire power you need to produce results 


LET US PLAN YOUR NEXT 
TRAINING PROGRAM 


MOTION PICTURES 
SLIDE FILMS 
‘ TV SHORTS AND 
COMMERCIALS 
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Do You Need a BIC Producer? 


Cota film that only a 
producer with full-size 


studio facilities can handle? 


Leslie Roush Productions* 
has a complete modern studio. 


new from the ground up. 


But Want Personal Attention? 


Planning a special film 
too important to be 
handled by a production 


line “movie-factory?” 


Every film produced by 
Leslie Roush Productions’ 
gets the first team. We 
don’t farm anything out 
or assign a 3rd-string 


production crew. 


Have a CONVENTION 

or EXHIBIT Coming UP? 
Veed a show that is 

really impressive; plants 

a sales or public relations 


message like nothing else 


has ever done? 


Then, of course, its 
VITARAMA, the giant-screen 
color production, now 
exclusively through 


Leslie Roush Productions. * 


*333 West 52nd Street 
New York 19, N. Y. 
Studios at Mineola, L. L.. New York 
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Are WE Listening? 


® There's been a great deal said in 
recent months about the importance 
of business films in communicating 
facts and attitudes about our way 
of life as a step toward a more en 
lightened citizenry. Toward that 
end large and ever growing film 
budgets are being allocated by an 
increasing number of important 
firms. An enormous amount of well 
paid talent is employed in the 
search for new and better tech- 
niques for producing films to 
arouse the interest of the layman. 

In the almost frantic search for 
new material there is a good possi- 
bility that the basic two way avenue 
of communications between the pro- 
ducer-sponsor team and the audi- 
ence has been minimized and over- 
looked to a serious degree. Films 
are written, produced, and placed 
in circulation without consulting 
that final arbiter of success or fail- 
ure . . . the prospective film user 

. as to his likes and dislikes as 
expressed in hundreds of thousands 
of comments, many of a searching 
and well thought out nature, which 
are a matter of record. 

One large sponsored film dis- 
about 
this expression of audience prefer- 


tributor feels so strongly 


ences that it supplies its clients with 
quarterly reports, prepared at its 
own expense, tabulating comments 
and actually quoting those of a 
more than cursory nature giving 
names and addresses of the com- 
mentators. Brickbats and bouquets 
alike flow in a steady stream and 
are available for guidance in plan- 
ning future films. 

A study of representative com- 
ment reports discloses many more 
of a complimentary nature than 
otherwise. While this is encourag- 
ing. we should bear in mind that 
Americans are probably the most 
polite group audiences in’ the 
world: the film was free and they 
are inclined to pay the sponser a 
compliment. However each report 
also includes a small but important 
number of thought-provoking com 
ments which demonstrate an aston- 
ishing insight and willingness to 
analyze films for weak spots and ob- 
jectionable material. 

The fact that these documented 
comments and non-professional an- 
alyses are available puts squarely 
before the producer-sponsor team 
the challenge of reviewing their 
past efforts in the light of expressed 
user preference. We are collecting 
increasing amounts of data from 
the great laboratory of mass audi- 
ences, Let us seriously ask our- 
selves, “Are WE listening?” 


National Advertising Tie-in 
Promotes Puerto Rico Rum Film 

* Four-color national advertising 
of Rums or Puerto Rico, current- 
ly appearing in mass media such as 
Lire has contained original color 
scenes from the sponsor's recent 
sound and color motion picture A 
Glassjul of History, produced by 
Firms For Inpustry, Inc... New 
York. 

Scenes are credited with a tie-in 
announcement that the film is avail- 
able for a limited number of show- 
ings, without charge, for adult 
groups where state regulations per- 
mit. 


Institute of Design Class Picks 
Six Pictures for New Awards 
® Preferences of a class of film 
makers taking advanced courses at 
the Institute of Design, Illinois In- 
stitute of Technology, were ex- 
pressed in favor of six non-theat- 
rical motion pictures designated as 
the “nation’s best” in a later award 
ceremony held at Chicago's Hotel 
Ambassador. Final judging of the 
class-selected films was made by a 
panel of experts headed by class in- 
structor Boris Yakovleff, a commer- 
cial film producer in his own right. 
Given trophies and certificates 
for their “Excellence in Audio- 
Visual Communication” were The 
Story of Menstruation, made for In- 
ternational Cellucotton Products Co. 
by Walt Disney Productions; Aula, 
Fran and Ollie — Lemonade pro- 
duced by Burr Tillstrom and NBC 
for the Radio Corporation of 
America: The Vecklace, 
produced by Crawley Films, Ltd. of 
Canada; Brotherhood of Man, pro- 
duced for the UAW-CIO by United 
Productions of America; The Shoot- 
ing of Dan McGrew, produced by 
Florez, Inc.; and a kinescope The 
Piano Player made for the Arthritis 
Foundation, Chicago, by Television 


Loon’s 


Airshows, Ine. 

President John T. 
Illinois Institute of 
made the awards presentation on 
Friday, June 27. 


Rettaliata of 
Technology 


FILM WRITER 
WANTED 


Permanent staff writer experienced 
in industrial motion pictures and 
slidefilms. Chicago location. Send 
full resume and salary desired in 
first letter. Address: 


BOX 7X 
BUSINESS SCREEN 
_ 7064 Sheridan Road, Chicago 26 
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COLUMBIA 


10" Microgroove 
_fyll 15 minutes 


per side! 


for your slide films... 


COLUMBIA’S great new 


stands you head and shoulders above the field! 
(cuts costs up to 50%, too!) 


These great Columbia Microgroove discs 
are tops in the slide film field. They're 
absolutely unbeatable! More and more (q 
slide film people enthusiastically 

agree that they're head and shoulders 


CASE History: 


above all other transcriptions for quality, 
for economy, for ease of handling 


And how they cut your costs! 


e Cut processing and pressing costs—up to 50%! 
e Cut packing costs—up to 50%! 
e Cut shipping costs—up to 50%! 


e Use half the storage space! 
e Now all records may be carried in projector case! 


Phone, wire, write for full details! 


See and hear the amazingly fine COLUMBIA 
Microgroove Record before you start Micnogreove 
your next slide film! TRANSCRIPTIONS 


Los Angeles— 8723 Alden Drive, BRadshow 2-541! 
New York—799 Seventh Avenve, Circle 5-7300 
Chicago— 410 No. Michigan Ave., WHitehall 4-6000 
Trade Marks Masterworks,’ @ U S. Pot Of Marcas 
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One Client Saved 42% On One Series 
16" « 
Old slide few 12" 
$5,760 
eee 17,472 $2,400 
$23,232 $23,232 
-12,480 480 
$10,752 Sq 
vings Per 
year = 42% 
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service 


TV spots, shorts, package 
shows Interesting TV shorts and package 
] shows that sell merchandise . . . unusual and 


ingenious effects for any length TV spots . . . 


motion pictures Vogue Wright has 


some of the ablest script writers in the business 


York and Hollywood .. . 
proaches in films such as the new safety film 


} ... plus producing facilities in Chicago, New 
| resulting in new ap- 


just completed for Kaiser-Frazer Sales Corp. ... 


slide filems Expert counsel and guidance 
. of 


in all forms of visual training aids. . 


particular interest in these days of “hard 


selling’ . . . let our representative arrange a 


screening of slide films produced for some of 


America’s largest and best known companies . . . 


Thomas J. Hargrave Is Chairman 
in Kodak's New Executive Lineup 
The 


kastTMAN Kovpak Company 
recently announced new high 
level appointments of three of its key 
othcers following elections at the an 
of the company’s 
directors. The 
reflected the of Periey 
WILCOX to from 


manship of the board, a post he has 


nual meeting 


board of elections 
desire 


retire the chair- 


held since 1945. Tuomas J. Har 
GRAVE, president of the company 
since 1941, has succeeded him as 


chairman of the board 


Apert K. CHuarMan was elected 
president, and Donato McMaster 
president and assistant 


to Chapman’s former post. 


general 


manager since was advane ed 


Hargrave, youngest chairman in 
kastman Kodak's history. empha- 


the 
ship he intended to continue active 


sized in accepting chairman- 
in the affairs of the company. He 
began his presiden vy on the eve of 
U.S. entry into World War Il, and 


headed the company during the war 
and postwar periods. 


Phe company’s new president, Al- 
K 


ciated 


bert Chapman, has been asso- 


Kodak since 


1919 when he organized Rochester's 


with Eastman 
home development department, 
Three years later he became assist- 
ant to the vice-president in charge 
of manufacturing, and in 1934 as- 
sistant to the president and general 
In May, 1941, 


elected vice-president and assistant 


manager. he was 
general manager, and in 1943 he 
became general manager and a di- 


rector of the company. 

Donald MeMaster, Kodak 
since L917, became factory manager 
of Kodak's factory in Harrow, Eng- 


with 


land, in 1939, Abroad for six years, 


he returned to the U.S. in 1947 
when he was elected a vice-president 


and assistant general manager. 


Mr. K. CHapMan 


BUSINESS SCREEN EXECUTIVE 


BUSINESS 


New oF Kopak’s Board 
ol Directors is Thomas J. Hargrave. 


C. H. Percy Named Vice-Chairman 
of Fund for Adult Education 

H. Percy, president of 
& Howe, was recently elect- 
of the board of 
directors of the Fund for Adult Edu- 
cation. Paul H. Helms of Los An- 
geles was elected chairman. 


ed vice-chairman 


An independent organization es- 
tablished by the Ford Foundation, 
the for Adult 
engaged in research and in develop- 
ment of programs of liberal educa- 
tion for adults. Offices are located 
in Pasadena, New 


York. 


Fund Education is 


Chicago, and 


Dr. H. P. Jenkins Addresses 
Midwest Pharmaceutical Group 

* An talk medical 
motion pictures was given by Dr. 
Hitcer P. JENKINS at the May meet- 
ing of the Midwest Pharmaceutical 
Advertising Club. Dr. Jenkins illus- 
trated his 
from a number of his own teaching 


illustrated on 


address with excerpts 
films, including, Gelatin Sponge for 
Control of Hemorrhage, Diseases of 
the Gall Bladder. Diseases of the 
Stomach and Duodenum, and Mes- 
enteric Thrombosis and Adhesion 
Band Strangulation. 

Opportunities for pharmaceutical 
firms to participate in the film me- 
dium, Dr. Jenkins pointed out, can 
bring both direct and indirect bene- 
fits to the drug producers. Directly, 
it can present their preparations, 
conditions for which they are indi- 
cated, and the results obtained in 
clinical Indirectly, 


urably to the prestige of the com- 


investigations. 
motion pictures can immeas- 
panies by providing instructive, edu- 
cational information to physicians 
that, in some cases, can be presented 
in no other way. 
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TRANSFILM’S motion picture and animation deporiments 
and THE SHELL CO. “Oil, The Invisible Troveler” 
— Oil Distribution from well to consumer 


TRANSFILM’S motion picture deportment ond the 
U.S. DEPARTMENT OF DEFENSE. “TVA. Today’ 
—TV.A.'s effect on o small American town 


A Public Relations film must be built 


around human values to create, then 


hold, audience attention and interest. The 

lens of the camera must bring to the 

screen emotional warmth and sympathy. 

TRANSFILM is proud of the response 

earned by its Public Relations motion 

pictures. They are successful films 

because of TRANSFILM S ability to find 

human interest in unexpected places 

and make it work forcefully toward each TRANSFILM’S motion picture deporiment ond the 


U. S. INFORMATION SERVICE. “American Family” 
particular Public Relations objective. —A yeor in the life of an American high-school boy 


TRANSFILM 


LU. 2-1400 


35 W. 45 ST., NEW YORK 19, N.Y. 


NUMBER 4 VOLUME 13 ¢ 1952 


transfilm producers of effective films for... 
public relations ) 
education and training Ee 
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ace used tor 
are indispensable 


soys DAVIO H. GULLETT 


Soles Manager, Parter Pen Company 


Jone Wis 


Pan hen Pee salesmen traded. 42- 


pound. sample casts Por 40-cumce 


kus... amd made more sales 
OR! ning to Stereo- 
M Kral t nes omerease 
t! iles I Parker Pen ¢ for example, has tound both 
man astic about REALIST sales kits 
put unt be beaten tor true-to-life realism 
atl sales effertiven They rw products as they actually 


ane im full, natural Salesmen report the 


indispensable piece of equipment 
they arry 
Protessonal photographers can greatly increase their 
ales vol by oting Reacist sales kits un industry 
and business. On the mitial mumercial sale us mace 
thee tollow. And it's a continuing source of revenue as 
al kits are umproved of changed to meet different 
market 


Write wow for the FREE informative 
folder on “Commercial Applications 
of the Stereo REALIST Fill in and 
mal the coupon 


THE THAT SEES THE Same 48 DOL 


REALIST Cameras, Viewers, Project 
are products of the Dasid W bite 


vy and Accessories 


mpany, Milwaukee 12, Wis, 


Winner of 1951 U.S. CAMERA 
Geld Medal Achievement Award 


Camere and Viewer 
($178.75 Tex inc.) 


Stereo Club Handbook 
DAVID WHITE COMPANY 
W. Court Street, Milwaukee 12. Wis. 


Please send free “Commercial Applications of 
the 


Name 
Firm 
Address 


Mate 


California Poll Shows Trend 

Toward Creeping Socialization 
@ The California Manufactur- 
ers has 


Association reported 


results of a recent statewide 
poll on the trend toward so- 
cialization. Querying a group 
of manufacturers, the associa- 
tion wanted to know how peo- 
ple viewed the current picture. 
Here are some of the not-so- 
surprising answers: 

To the question “do you be- 
lieve that graduates of schools 
and colleges are equipped to 
trend toward sociali- 
the 


that only 18 per cent said “yes” 


prevent a 
zation?” answers showed 
while 69 per cent said “no” and 
13 per cent had no opinion. 
Asking “do you think that so- 


cialistic tendencies are making 


headway in our schools and 
colleges?” the association 
found that 70 per cent said 


“ves” and only 18 per cent said 
“no.” 12 per cent had no opin- 
ion. 

The 
whether business was articulate 
enough in “selling” the free en- 
terprise system. 


next question was 


73 per cent thought business 
had fallen down on the job; 21 
per cent thought business was 
doing all right and six per cent 
had no opinion. 

Executives the 
management 


answering 
“should 
assume more responsibility for 
the 


benefits of our economic svys- 


question 


explaining to employes 
tem?” were strongly in the af- 
firmative. 90 
“ves” and only seven per cent 
said it should not. Only three 


per cent said 


7 per cent had no opinion. 


A final revealing answer to 
the question “does your com- 
pany now participate in any 
kind of program to the 
competitive showed 


sell 
system” 
that only 36 per cent admitted 
doing anything along that line. 
64 per cent said they were do- 
ing nothing at all. y 


16MM SPECIALIST 


AN OUTSTANDING EDITORIAL 


° The rr public ation of our own original 


EVEN! 


Vistar Eqummest Review, digesting and pictorializ 


makes 


equipment 


of 
slick 


project 


ing all and current 


including slidefilm, opaque 


and motion picture 


production and projection ac and 


essories 


screens of al 


audio-visual 


display 
pes, 


preview 


FOR BUSINESS SCREEN READERS! 


fall 
You are invited to send reservation requests now for 
this Business SCREEN feature 


number 


theatre plans is announced for early release. 


important, exclusive 
Single copies $1.00 each: special discounts 
Send to Business ScreEEN, 7064 


Sheridan Road, Chicago 26 


for quantity orders 


Seven years experienced. Age 27. 
Camera-Production man _ available 
for position needing creative cam- 
eraman. Experienced in handling 
production from filming to final 
editing. Address: 


BOX 7D 
BUSINESS SCREEN 
7054 Sheridan Road, Chicago 26 
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‘ Stock Exchange Film ‘What Makes Us Tick’ 


“Is Well Received in Theatre Preview Here 


will be mighty few at Broad and 
Wall Streets if this kind of thing 
continues—the theatrical expres- 
sion above means that the new 
New York Stock Exchange twelve- 
minute animated Techmicolor short. 
“What Makes Us Tick,” had an 
unadvertised premier showing at 


“Boffo” ‘means that it was 


P“socko.’ “whammo,” a “smash.” 


little movie. The film, titled “We're 
an Odd Lot,” is one of the gayest in- 
dustrial movies ever produced (pictures, 
above). It traces the complicated prog- 
ress of an odd-lot order and was made 
primarily to show to brokers all over 
the country. 

To the “Post”—Wher 


ti 

sti 
wa 
Pc 
br: 


d/Only the ultra-conservative Animated Technicolor ae: 
— 


ance 
bre of Fie 
ol whe ‘pos 


“THE LONG ROAD” and others 180 mins. 
Series of seven institutional and service training films 
for the oil, automotive and agricultural fields, produced 
with the during 1935 to 1945 


“IN SECURITY THERE IS STRENGTH” 20 mins. 
The importance of savings banks to the individual, 
the community and the nation 


“WHAT DO You 
NEW JERSE ABOUT 


A color “ 
taxation about a great State 


“LET'S Go AMERICA? 


“MEN AND MACHINES’ 
FRONTIERS OF THE ye ‘aie 

| wes TOWN” 19 
’ 10 mins. 

of Life. one-reel theatrical films on the American 


Send for 
4 FEW FACTS ABOUT AUDIO 


PRODUCTIONS, Inc 


D PICTURES 
oF MOTION 


630 NINTH AVENUE * Fi 


AD 
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3 we FA om. 
keeping devices and ane 4 a 
my tion; “What is time?” wering the aver | 
proher® and ends wit 
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MERICA’S AIRLINES span the Atlantic, 
Pacific and Arctic Oceans and traverse the 
Caribbean with clocklike regularity. The 
larger part of the Western World and of Asia 
along their flight paths is brought to the screen 
by the sound and color films of the various 
systems whose film programs are reported in 
these ensuing paragraphs. 

The pattern calls for color films in a vast 
majority of all titles reported in this Business 
SCREEN editorial round-up of airline promotional 
film activity. The pattern emphasizes lOmm 
sound but reflects, in all but a single instance, 
too litthe coverage of the vast audience poten- 
tial awaiting such deeply interesting pictorial 
material. Pan-American appears to be one major 
carrier taking advantage of this consumer po- 
tential. 


More Than Just Color Travelogs 

Although travel promotion is the obvious goal 
of these airline films, wise script counsel has 
prevailed in several related areas. The safety 
and maintenance factors are well-explained in 
United Airlines’ United 6534, and in TWA's 
Letter to a Pilot, as outstanding examples; voca- 
tional enthusiasm is stimulated by United’s most 
recent stewardess’ story Scotty Wins Her Wings. 
Eastern’s Air Power 1s Peace Power assumes 
some of the industry's inherent responsibility for 
alert citizenship and Delta’s forthcoming The 
Industrial South helps promote the welfare of 
the region from which it draws its economic 
strength. 

Most of the airline film programs are still in 
the horse and buggy stage of personal showings. 
dependent on the personal time and promotional 
acumen of local sales representatives. With 
nearly a half-million lomm sound projectors 
now in use among groups throughout the U.S., 
reported showings which run into several thou- 
sands per year at most per line are the pro- 
verbial drop in the bucket. The going average 
of 3.5 showings per print per month in use may 
well be reached in weekly showings made by 
these sales representatives but the number of 
prints in use is now restricted to the number of 
men who can make and keep these showing dates. 


Only Partial Audience Yet Reached 

Off-line promotion is at a minimum, there- 
fore, and the sizeable travel potential to be 
promoted beyond ticket office cities is a goal as 
yet unrealized by a majority of these carriers. 

Audience interest in air line motion pictures 
is the great natural asset which emphasizes their 
distribution potential. The fascination of distant 
cities and of safe and speedy travel which brings 
far distant points within range of a two-week 
vacation are characteristics of these colorful air 
travel subjects. The fact that a strong civilian 
air economy is a vital key to the nation’s defense 
makes the air travel story even more important 
to all. 

Sharp, professional production by expert and 
interested film-makers is noteworthy in most 
current air line films. The inevitable corn rears 
its tasseled head but brilliant hues of Koda- 
chrome showing romantic vacation spots makes 
even this seem highly palatable. Audience de- 
mand, report all the airlines, continues heavy 
and unabated an unrealized opportunity! 

The paradox of all this is that every showing 


NUMBER 4 «© VOLUME 13 © 1952 


The lure of faraway places gives TWA films wide audience appeal. 


Pictures Promote Travel 


A BUSINESS SCREEN SURVEY COVERS NINE COMPANY FILM PROGRAMS 


seems to bring direct travel booking results. The 
kind of effort that would bring capacity business 

in terms of first-class luxury space filled the 
year around —is an untried potential which may 
yet surprise the trafic department of the first 
alert carrier matching audience demand with 
enough available prints and a distribution sys- 
tem to match them. 


American Airlines Feature Travel 

* American Airlines actively promotes the dis- 
tribution of six travel films available from li- 
braries at key points along this line’s system. 
Titles of these l6mm sound (and mostly color) 
are: Skyway to Mexico, Acapulco——Riviera of 
the Americas, Arizona Sun, California Holiday, 
Wings to Hawaii, and Vive Mexico. 

As the titles indicate, the films are designed to 
attract potential tourists to points served by Amer- 
ican. Scenes are feaured of persons and places 
that are far removed from the work-a-day world, 
and whether the audience is treated to summer 


Romantic Jamaica-—one of the settings seen 
in Chicago & Southern’s “West Indies, Ho!” 


sport sequences at Acapuleo or to winding streets 
in an obscure Mexican village, the purpose re- 
mains to stimulate intense interest (and ticket 
sales). 

In most instances, an American Airline sales 
representative acts as combination projectionist 
and master of ceremonies, answering any ques- 
tions that may arise. When an organization has 
its own projector, a transportation and travel 
consultant is present. In either case, an effective 
good-will ambassador is on the job, helping to 
acquaint the audience with the complex, and fas- 
cinating, activities of a busy airline. 


Braniff Pictures Turn to the South 
* Braniff flies the international airlanes out of 
America’s mid-and-southwest into Latin America 
and this carrier's interest in promoting travel 
into those lands to the south is reflected in thir- 
teen sound and color motion pictures, twelve 
of which have been narrated in the familiar 
voice of James A. Fitzpatrick, known to every 
movie-goer as Hollywood's most  widely-publi- 
cized professional traveler. 

Braniff International Airways’ latest venture 
is a 30-minute sound and color subject Honey- 
moon in Havana, produced by Horace Boren 
of the company’s publicity department and fea- 
turing TV stars Bob and Agnes Sanford on a 
visit to that tourist Mecca. From the outset of 
its film booking activity in February, 1950. 
Braniffs department of public relations has kept 
a card report file on its audiences (sent in by 
trafle representatives showing films) but a lim- 
ited print supply requires that these titles be 
used as “sales tools.” So Braniff reports “we 
so far are not able to loan them out to the gen- 
eral public... they are shown to any business. 
travel, club, or civie group in any of our 
Braniff-served cities, and our representa- 
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tive handles 
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the showing, supplies projector, and 
emeoees the occasion 


We have 


movies in many 


detinite figures to prove that the 
instances have clinched South 
American travel sales and also are certain that 


think 


American travel svmony 


the many who have viewed them now 
{ Branifl and South 


Branifl as of 


19S) indicate the general direction of this pro 


bitzpatrick's titles released by 


ram feross the Andes to Brasil; Beautiful 
fires Playlands of Areentina and 
Clim pose of Chile 


Chicago & Southern Features Indies 
*® Chicago and Southern Airlines goes one step 
further in its promotion of air travel for the tour 
ist who works 50 weeks of every year. Not only 
does its film West Indies, Ho! feature the usual 
exotic scenes, the of vacationists splash. 
ing in the surf, but it includes a suggested air 
cruise wardrobe, correct, comfortable, and in 
sp 

This points up an important factor in au 
travel promotion: no vacation trip by air is sim 
ply a trip it is the trip of a lifetime, a memory 
to be treasured 


& S's 20-minute technicolor film was made 


Production on a Pan 


fmerwan orld 


with that fact in mind. Produced by Burke 
Dowling Adams of Montclair, N. J., in associa- 
tion with Film Production Service of New York 
City. the story of West Indies, Ho! 
sround two career girle who make a tour of 
Cuba and find that it 
can be done within their modest budget 


is centered 
they later visit Jamaica 


\ frank, open-armed sales pitch, Indies balks 
it litthe to induce the viewer to board the first 
plane heading Kast. Interlarded between scenes 


of sixteenth century cathedrals, lush tropical 


country, mountains, and posh hotels, is a brief 
love interest between the gals and a couple of 
Cuban romeos who conveniently enter the pie- 
ture The emphasis of the film, however, is 
placed on the fact that any budget-minded work- 
ing girl can enjoy the exhilirating pleasures of 
the Caribbean 

One economical aspect of the film is that each 
hither the 
Cuban or Jamaican portion of the holiday may 


of its two reels is self-contained. 


be shown without the thread of the story being 

Prints of West Indies, Ho! are stocked in prin 
cipal cities served by C & S. The line's general 
olhces at the Municipal Airport in Memphis, 
Tenn., supervises general distribution of the film 
which is obtainable from C & S's district sales 
offices 

Delta Varies Its Picture Subjects 

* Delta's DC-O's cast their swifthy-moving sha 
dows across the Old South into Miami, New 
Orleans, and Dallas from Chicago's Municipal 
Airport. Three current Lomm sound and color 
motion pictures attract travel prospects to Delta 
Air Lines’ ticket offices and make friends for 
this airline as they are shown in the twelve 
Although 
most of the limited number of prints are booked 


states within the territory of its system 


and shown by Delta city sales managers within 
this geographical area, several are also in use 
as far away as the San Franciseo region. 

Tale of Six Cities, latest Delta film in current 
release, tells the “home-town pride” stories of 
six typical travellers who describe Charleston, 
the Smokies region near Knoxville, historic New 
Orleans, tropical Miami, and industrial Chicago. 
Somewhat different is Inside Story of An Air- 
line. in which airline operations are explained 


firways film begins at home port. 


to a new stewardess. This dual-purpose subject 
helps acquaint prospective passengers as well 
as company employees with Delta's system and 


Atlanta.” This 


film gives a complete picture of airline flight 


general offee in “instructional 
duties and maintenance facilities while it points 
out the many types of skilled workers necessary 
for the operation of Delta” 

Holiday in Miami Beach delivers a package- 
vacation story on the advantages of that city; 
a fourth 30-minute subject is now being filmed 
in southern business districts by Delta’s adver- 
tising agency, Burke Dowling Adams in asso- 
ciation with Film Production Service, Inc. of 
New York City. It will be titled The Industrial 


South 


KasTeRN Atm Lines’ 
Eddie Rickenbacker, 


role in his company’s films. 


president, Capt. 
takes an active 


Eastern Airlines—Citizen & Salesman 
* Eastern Air Lines’ film program reflects the 
personality of the company. Eastern spares noth- 
ing to get the best air transportation available 
anywhere and lavishes unending maintenance 
care to keep it the best; on the ground its admin- 
istration is efficient to the point of penuriousness. 
That this frugality pays off is shown by the com- 
pany’s earning record—-good year or bad, East- 
ern stays in the black, which can be said of few 
other lines. 

Eastern Air Lines believes in films the two 
dir Power Is Peace 
Power and The Flying Fisherman are as success- 


the company has made, 


ful as any sales promotion venture Eastern has 
undertaken. Air Power ... has been seen by over 
five million people in addition to uncounted au- 
diences who have viewed it in theatres and on 
television. Flying Fisherman continues to be 
booked solid ever since tts release two years ago. 
Both films are of excellent quality (produced by 
Jerry Fairbanks Productions) and Eastern is de- 
termined to see that they go a long way before 
being replaced. 

Eastern Air Lines has found an interesting 
point in that about 90°C of the film audience is 
a new market for air travel. While 10°) of the 
audience is usually made up of traveling business- 
men and regular seasonal vacationists (NY to 
Florida) of which Eastern carries a big share, 
the remainder, composed of PTA, school and 
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Scene in “Holiday in Puerto Rico” 


service groups, are the very people the company 
seeks to reach and convert to air travel. 

Eastern’s president, Capt. Eddie Rickenbacker, 
takes a great interest in the company’s films. He 
appears in both of them, narrates Air Power .. . 
and introduces The Flying Fisherman. 

About 120 prints of each of Eastern’s films are 
circulated. Each Eastern office has at least one, 
and much of the distribution and promotion of 
the films is left to the responsibility of the office 
manager. When possible, a company representa- 
tive will be on hand to answer questions or other- 
wise ingratiate himself to the audience. 

Eastern also distributes the Puerto Rican Vis- 
itor’s Bureau film, Holiday in Puerto Rico. W& 


Northwest's Films Range the Pacific 
* Three films have been produced for Northwest 
Airlines and are currently being used by the 
company as part of its program to stimulate 
travel along its line. Northwest to the Orient, 
Hawaiian Express, and Northwest to Alaska are 
all l6mm color and sound films of approximately 
22-minutes duration. 

Northwest to the Orient, filmed in 1946 and 
1947, depicts a passenger's trip from the States 
to Japan and the Philippines. Somewhat out- 
dated now that China is no longer the tourist 
attraction it was in 1947, the film outlines tradi- 
tionally interesting facets of life in China. 

The second film, Hawaiian Express, is aimed 
squarely at the workingman tourist with an aver- 
age income. Covering what a tourist might see 
in taking a two weeks’ vacation to Hawaii, the 
film was produced when Stratocruiser service to 
Hawaii was first introduced. Colorful scenery of 
the islands is combined with in-flight scenes of 
Northwest's planes. 

Northwest to Alaska fulfills the same function 
as the Hawaiian film. Intended for people who 
have two weeks’ vacation time and who have 
reached the travel poster stage, the film shows 
what a tourist is able to do in Alaska. Anchorage 
is used as headquarters, but fishing enthusiasts 
doubtless will weleome scenes that fan out to 
Nome and Kotzebue. inland to Fairbanks and 
Katmai National Monument, where anglers can 
find some of the best light tackle fishing in the 
world. 

The stimulation of scenes that are different 
combined with the added appeal of a plane in 
flight help make Northwest's film program ap 
pealing enough to have been witnessed by an 
audience that is estimated to be in the millions 
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Pan-American Pictures Reach Millions! 
With 3.000 Prints of 19 Films In se 


* Pan American World Airways is the biggest 
film sponsor in the transportation field, probably 
does more than all other air lines put together, 
and is one of the largest in the country in any 
category. Out of 45 productions the company 
has made since 1929, 19 are now in circulation 
and several more are in preparation for the 1952- 
1993 season. 

Pan American is chiefly interested in promot- 
ing travel, secondarily air travel, and thirdly 
travel by Pan American. This is a long-range 
policy based on the company’s confidence that 
the more travelers the more who will inevitably 
go by Van American. Its list of films constitutes 
a pretty good course in geography on most of 
the countries frequently visited by Americans: 
Alaska, Hawaii, South America, Cuba and the 
Caribbean, Mexico and Guatemala, Bermuda, 
Ireland, England, Belgium, France, Scandinavia, 
Italy and many others. General films depict the 
double-decked Clipper, air cargo handling, model 
airplanes and others. 


Fstimate Monthly Audience of 3,600,000 


Frank N. Howe, Director of Visual Sales, esti- 
mates that every one of the 3,000 prints now in 
circulation is shown somewhere at least once 
every week and averaging six times a month. 
This means 18,000 shows a month, and at 200 
audience per showing, 3,600,000 people every 
month see a PAA film. Pan American has some 
100 distributors in the U.S. and an equal number 
outside the country. In a policy radically dif- 
ferent from that of other sponsors, Pan American 
films are not offered for free loan but are rented 
by distributors at fees upward of $2.50 per book- 
ing depending on the length of the subject. The 
company sells prints to distributors at about half 
print cost. According to Frank Howe, this system 
enables the company to distribute films economi- 
cally enough that a great many more and better 
films can be made on a budget that would other- 
wise cover less. In addition, the system encour- 
ages individual promotion on Pan American films 
by distributors and gets a higher quality audi- 
ence than might be obtained by free loan films. 

In addition to the 3,000 prints in circulation, 
Pan American maintains a library of 400,000 
feet of film that is made available to film pro- 
ducers and television stations at no charge. This 


Pan-Am’s Director of Visual Sales, Frank Howe 
(lejt), confers on set with Rogers Keene, Pathe- 
scope director of a recent picture. 


distribution puts PAA equipment and destina 
tions before millions of viewers every vear at a 
very reasonable cost to the company. Last year, 
over 2,000 television programs used Pan Ameri- 
can features or film material. 


Translated Into 22 Foreign Tongues 


Pan American films have been produced in as 
many as 22 foreign languages. However, only 
slightly over 50°: have been made in foreign 
versions as well as English, and then principally 
in Spanish, Portuguese and French. 

Results of Pan American's film operations 
ean't be measured in dollars and cents, but the 
company can take pride in being one of the lead. 
ing factors behind the rise in air travel, and mo- 
tion pictures have taken no small part in this 
promotion. 

Currently, Pan American is involved in nine 
different and new productions, including sales 
training films that are part of the company’s five 
year plan for, employees. This program, one of 
the most extensive ever produced, will be covered 
in a forthcoming issue of Business ScREEN, §& 


TWA shows operations in “Letter to a Pilot” 


TWA Currently Showing 14 Pictures 


* Trans-World Airlines describes one of its films 
thus: “The heritage of all our yesterdays comes 
into vivid life on the motion picture screen as 
you hear the voices of the past and walk the high- 
ways of history in this TWA 27-minute... .” 
Lush language to describe a colorful motion pic- 
ture, but only one indication of what is probably 
one of aviation’s most enthusiastic film pro- 
grams. 

Fourteen films are distributed by TWA. Eleven 
of them are travelogs which picture cities in the 
U.S. and overseas that are on the line’s 32,000 
mile system. The other four are black and white 
documentaries that deal with the training and 
work of pilots, hostesses, and mechanics. 

The most interesting film in the latter class is 
Letter to a Pilot which in many ways follows the 
trail blazed by United 6534. Soon to be trans- 
lated into fourteen languages (including Urdu 
and Tagalog). the film will be distributed 
throughout the world by the U.S. State Depart- 
ment. It is the story of the progress of a TWA 
Constellation flight from Los Angeles to New 
York and is narrated by the pilot, Captain U. J. 
Kampsen of Kansas City. 

Captain Kampsen points out that he is just one 
member of a team of 12,000 employees whose 
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= CASE HISTORIES 


OF RECENT BUSINESS PICTURES 


ee 
“The New Paul Bunyan 
The New Paul Bunya 

Weverhacuser Forest Products 
lithe The New Paul Bunyan, 29 min. Techni 
color, Produced by Wilding Picture Produc 


lew Distributed after September 1} 
by Modern Talking Pieture Service 


*® Weverhacuser has probably done the most 
extensive job of all. amon private enterprise, m 


sting the American on the 


tance and extent of our nation’s number one re 
woures wood. This educational program has 
reached untold millions through such previous 


flow ae Green Harvest and Trees and Homes 
sod is continued in the forthcoming general re 
lease thie fall of The New Paul Bunyan, a 29 
minute Technicolor production by Wilding Pic 
ture Productions, Tn 

lhe transition from the expanding frontier 
onomy of the last century, when the old Paul 
Bunvan cut a wide «wath through our virgin 
forests for the homes and industries of today 
is the basic thesis of this Vew Paul Bunyan. The 
later legends are being written around vast pro 
grams of reforestation and improved methods 
of wood production, In this new era the labora 
tory and the mill emphasize conservation to the 
nth degrees utilize everything including the knot 

CM parte ular interest are the scenes which 
show these lab and mill operations in thorough 
detail, The careful selection and grading of logs 
is carried along in these finishing stages as no 
previous forest products’ film has ever shown 
them. Rich Technicolor photography adds life 
like dimension as these giants of the forest are 
coon tree larming sequences as well as the 
inany phases of production 

Adding to the audience millions who have 
pore We ve th will he acon 
erted attempt by the national distributer (Mod 
ern Talking VPieture Service) to reach new 
roups through theatrical, sustaining television 
use and the wide range of wontheatrical audi 
ences. There's no age limit to The New Paul 
Kunyan s appeal s« the result should be obviously 
w iddespre ul and gratifying, both to the sponsor 
wid to the audiences who borrow and see =] 


‘Paul Bunyan” begins in the frontier era 


heen 


achievements of the steel industry. 


TRCHNICAL ANIMATION makes clear industry's 
progress in the tube fabri ation 


NationaL Tupe’s great mill at Lorain, Ohio 
shown in ‘Walls Without Welds.” 


New Light on Industrial Technology 


Sponsor: The National Tube Division of United 


States Steel Company 


Title: Walls Without Welds, 27 min.. color. pro- 


duced by The Jam Handy Organization. 


* Making seamless steel pipe and tubing has 


nical as it is, understandable to the layman. 


regarded as one of the great technical 
Walls With- 


out Welds makes the process, involved and tech- 


American Gas & Electric Film 
Progress Report to Customers 
Sponsor: American Gas Electric Com- 
pany. 
Title: /n Our Part of the Country, 24 min, 

color, produced by Audio Productions. 
* Stretching from Ohio down through 
Tennessee and covering parts of seven states 
is the greatest single interconnected power 
system in the world. It is operated by the 
American Gas & Electrics Company and its 
six subsidiary operating companies. 

A.C.&E.., justly proud of its service rec 
ord in its part of the country, has recently 
been showing its customers how the com 
pany operates and what it plans to do in the 
future to maintain its service and meet 
growing demands for more power. Set 
within a plot involving the men of A.G.AE. 
in their daily routine and emergency activi- 
ties, an insert film shows how electric power 
is made, points out how modern engineer- 
ing has enabled as much power to be 
created now from one pound of coal as used 
to be made from eight pounds. 

There are several possible uses for In 
Our Part of the Country and it is possible 
the company may find many ways to em- 
ploy it. First, as a general informative film 
about the A.G.AE. for adult and school 
groups; second, as a background to the 
company for all employees; and third, as 
an inducement for new industries to settle 
in the area. 

Separate versions have been prepared for 
each of the six operating companies of 
\.G.AE. to use in their respective areas. Q& 


Step-by-step, everything is covered: from the 
mine's iron ore to the customer's finished pipe. 

Much of the shooting took place at National 
Tube’s Lorain, Ohio plant, largest completely 
self-contained pipe mill in the world, Close-ups 
are shown of white-hot metal— ingots, blooms, 
and billets—being processed in the mills. Ani- 
mated drawings make clear how wall thickness 
is reduced along with the diameter and how solid 
steel bars are pierced at the start of the pipe and 
tube processing operation, One test used on the 
finished pipe is to place it under a water pressure 
of 2,000 pounds per square inch. 

Another part of the film takes place at the 
Gary, Indiana works. End products of mill op- 
erations at Gary and Lorain range from 26-inch 
seamless pipe used for oil and gas lines to the 
small tubing which carries oil in an airplane 


engine. "a 


Future of Minnesota’s Iron Ore 
Resources Told in Industry Film 


Sponsor: Minnesota’s Iron Mining Industry. 
Title: /ron Country.—Iron Ore and Minnesota's 
Future, 10 min., produced by The Jam Handy 


Organization, Ine. 


* The great source of any peoples’ wealth is, 
ultimately, their land and what comes out of it. 
This film is concerned with Minnesota’s iron ore 

what it is, how it is mined, and what it means 
to the future of the state. 

The enormous size and many-sided operations 
of Minnesota’s iron ore industry are evident 
when the famed Mesabi Range is seen with its 
huge open-pit operations which produced ore 
for two-thirds of the 400 million tons of steel 
used during World War Il. One impressive 
scene: 18 tons of ore are removed at a single 
bite and loaded on railroad trains running on a 
dozen levels. 

Another side of iron ore mining is taconite. 
This hard, iron-bearing rock is blasted from the 
ground and crushed to a smooth powder. Power- 
ful magnets then separate the iron mineral from 
the powdered rock and the particles are formed 
into pellets for shipment to the blast furnaces. 

Other little-known operations covered are the 
mining of ore deep underground shafts 
extend over 2000 feet below the earth's surface 
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and giant “washing machines” which refine 
low-grade ore prior to shipment. 

One-quarter of a million Minnesotans are de- 
pendent, directly or indirectly—-on their state's 
iron ore resources, /ron Country proves 
that the resources of the state coupled with the 
development of new mining and concentrating 
processes makes the future very bright  in- 
deed. R 


Modern “Fabrice Magic” 


DEERING FILM SHOWS NEW TEXTILES 


Sponsor: Deering. Milliken & Co, 
Title: Fabric Magic, 16 min, color, produced by 
The Princeton Film Center. 


* The phrase “100% woo!,” long a symbol of 
textile quality, has outlived ‘its truthfulness. No 
less a symbol of quality than one of the largest 
(29 mills) woolen manufacturers in the coun- 
try. Deering. Milliken & Co., no longer boasts 
exclusively of “100°” but speaks proudly of its 
blends of wool with man-made fibers. 

To help retail sales people understand the revo- 
lution in textiles, Deering, Milliken is showing a 
new film, Fabric Magic, that documents the ad- 
vantages of nylon, orlon and dacron blended 
with wool. The man behind the counter can now 
pass on a visual image of scenes showing how 
15° of strong nylon in wool acts just like the 
steel mesh in a roadbed to increase strength. 
The nylon mixture reduces abrasion damage and 
adds a “stretch and return” quality. As the film 
shows, it helps prevent worn out elbows and 
baggy knees. 

Orlon and wool is a textile that looks and feels 
like pure wool, but it washes without shrinking 
and magically retains its shape. A pleated skirt 
of this material dries after washing to look just 
as if it had come from the store racks. 

Dacron and wool provide particularly fine 
summer suitings. Two men are sprayed with a 
hose in the film-—one. in his fortified suit, re- 
mains neat and natty while the other’s drenched 
tropical worsted looks like a potato bag. 

Fabric Magic will play an important part in 
the biggest trade promotion the company has 
ever undertaken. It may be released for con- 
sumer showings at a later date. bk 


StYL—e Comrorts illustrated in scene from 
“Fabric Magic” new Deering-Milliken film. 
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SELF-ServVice Orrices are one of Western 
Union's conveniences jor customers. 


Press COVERAGE of major news events is another 
of Western Union's big jobs. 


Western Union Reports to America 


Sponsor: The Western Union Telegraph Com- 
pany. 

Title: Telegram for America, 20 min, b/w, pro- 
duced by Transfilm Incorporated. 


* There is a saving that the better a company 
is known the better it is liked. Belatedly, the 
Western Union Telegraph Company is getting 
around to making itself better known after some 
ten years of hiding its light under the proverbial 
bushel. The company frankly admits that some 
younger businessmen seem to have felt that tele- 
graphic progress ended shortly after the demise 
of the pony express. 

One step in remedying this sad state of affairs 
is a new film which shows that Western Union 
has developed a great many new service improve- 
ments and is stepping along the road of com- 
munications progress taking no dust from any 
competitors. It harks back a hundred years to 
the days when the telegraph was the only fast 


Manufacture of Cast Iron Pipe 
Detailed for Professional Use 
Sponsor: Cast Iron Pipe Research Assn. 
Title: The Manufacture of Cast Iron Pres- 

sure Pipe, 27 min, color, produced by 

Audio Productions. 

* This film stays very close to being purely 
informative, with no attempt to sell cast 
iron pipe as opposed to other types of con- 
duit for gas and liquid. 

It explains in detail how pipe of various 
size diameters and lengths are cast by the 
two main systems—-centrifugal and sand- 
lined mold. Beginning with the raw mate- 
rials: iron, coke, lime, serap, soda ash and 
alloy, the film shows melting furnaces, cast- 
ing, heat treatment, testing and handling of 
the finished product. 

The resulting product. which, they say, 
“never wears out,” is used principally for 
sewer, gas and water lines. The film will 
be shown to municipal engineers, power 
companies and other users, as well as stu- 
dents of pressure pipe construction. ba 


means of communication and compares the old 
key operator with the speedy transmission of 
today. 

Here are some of the things Western Union 
has up its sleeve or actually in service today: 
Telecar service—a delivery car that receives mes- 
sages by radio from a central office in printed 
form and takes them swiftly to the addressee; 
direct coinbox telephone connections to Western 
Union for bus and railroad stations; Telefax, a 
small automatic facsimile printer for installation 
on a businessman's desk——sends drawings, hand- 
writing practically anywhere on the WU system; 
or high-speed Fax which transmits photographs 
or drawings rapidly. 

Telegram jor America shows the operations of 
Western Union's special communications for the 
armed forces, the press, stock and commodity 
markets, sports, weather, big industrial concerns 
and the interconnected banking wire. Thousands 
of messages travel from point to point simultane- 
ously on micro-wave beam transmission. 

Telegram for America will be distributed to 
Western Union offices throughout the country. 
It will be shown to business, social and school 
groups as an educational feature. Groups inter- 
ested in viewing the film may obtain it on free 
loan from A. K. Mitchell, Western Union Tele- 
graph Company, 60 Hudson Street, New York 
13, New York. 


Desk-FAx, a small facsimile machine puts tele- 


graph offices on the businessman's desk. 
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Chunch 


Cohool 


Trawing 


Bell ¢ Howell 


brings you great- 
est motion picture 
development since 
“talking pictures... 
a l6mm recording 
projector, the new 


Not since the introduction of sound movies has there been 
a motion picture development of such importance! 

Now Bell & Howell brings the making of sound movies 
within your reach. Here is the new 16mm Filmosound 202 
not just a sound movie projector — not just a magnetic sound 
recordet 


but a combination of both for making and show- 
ing sound movies, To make your own sound film, you will 


need no expert knowledge, no costly professional equipment. 

With the Filmosound 202, your own sales presentation can 
be put on film and the message directed to your own specific 
client. The same film can be used again and again simply by 
changing the message to fit the new situation. Only with 
magnetic sound movies is this possible at but the cost of the 
film and SOUNDSTRIPE. 


Industry and business, both large and 
small, will find the Filmosound 202 an indis 
pensable sales and training tool. Films can 
be reused frequently with a change of 
message to suit a particular situation, or to 
add a personal touch 


Schools and churches can use the Filmo 
sound 202 to record individual interpreta 
tion of subject matter already on the film 
for example, in reaching groups of different 
age levelsand to replace obsolete sound 
tracks with current commentary. 


BUSINESS 


In the home, the ways in which the Filmo 
sound 202 will add to family enjoyment are 
unlimited. Vacations, travel, all of the im 
portant family occasions you'll want to cap 
ture on film will be so greatly enhanced by 
adding your own sound 
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What you save on your first sound film will more than pay for the cost of equip- 


ment. With your Filmosound 202, you can add sound to old 16mm silent films 


that have been transferred onto single perforated stock . . . ne 


with an obsolete sound track . . . 
black-and-white or color 


w sound to a film 


and project any 16mm movie, silent or sound, 


Use the coupon for full details on how you can use magnetic sound movies. Or 
see your Bell & Howell dealer for a demonstration of the Filmosound 202! 


Interlocking feature prevents accidental 
erasure of recordings. This button must be 
pressed to put machine in recording posi 
tion, and only then will previous recording 
be erased. Simple controls make the Filmo 
sound 202 almost foolproof. 
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“Clutch” permits stopping film with pic 
ture on screen for “cue” marking. Optical 
and magnetic sound pick-up, record and 
erase heads are all positioned together as a 
unit. Synchronization of sound with pic 
ture is easily achieved. 


Easy as talking on the telephone, you re 
cord sound onto magnetic track while pro 
jecting picture with Filmosound 202. Instant 
playback or correction of recording errors 
with flip of reverse switch. Magnetic sound 
track will last for life of film. 


Add sound to silent 16mm film, then play 
back at silent speed to retain normal action. 
Add new sound to optical sound film with 
out harming original sound track. Change 
from magnetic to optical track without vary 
ing sound quality. Musical background and 
sound effects easily mixed with voice. 


You buy for life when you buy 


Bell ¢ Howell 


Guaranteed tor lite: During the life 
of the product, any defect in work 
manship or material will be reme- 
died free (except transportation) . 


Bell & Howell 
7108 McCormick Rood, Chicago 45, Ill. 

Please send me, without cost or obligation 
complete information on the new Filmosound 
202 recording projector. I am interested in its 
use for 

C) Church School 
©) Industry General 
70-DL Movie Camera 


Nome 

Address 
Orgonization (if any) 
City 
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® For Irs Propuctios 
of the outstanding mo 
tion picture An Amer 
Portrait, 
Masters, Ine. 
eently 


tan Sound 
was re- 
awarded an 
Honor Award Medal! 
by the Freedom 
Foundation. Harold E. 
Wondesel, (right) 
president of Sound 
Masters receives the 
medal from Paul Mill- 
ing. member of the 
Board of Trustees as 


Kenneth Wells, 


dom Foundation presi- 


Free- 


dent looks on. 


of Fiera From Festiva is told on other pages of this 
issue but here are the offeers of the Cleveland Film Couneil who helped make this event another 


Left to right, below, they are 
blizabeth Hunady 


Ada Beckwith 


notable success 


ond vee pre silent 


sponding recording 


secretary, 


and Kenneth R 


president. Several hundred members and guests attended the day's events. 


Dale Cannon, president; Mrs. Margaret Saylor, sec- 
member of the Board of Directors; M 


rs. Helen Stein, corre- 
Vermillion, first vice- 


| 


LENS-EYE VIEWS OF THE NEWS 


* Propucine “Worp or Honor,” new KF safety 
film (see Page 39) were (left to right} Herb 
Hall, Kaiser-Frazer Sales Corp; George Becker, 
vice-pres. Vogue-Wright Studios; Wally Parks. 
president National Hot Rod Assn.; and Gordon 
M. Browning, trafic education officer of the Los 
Angeles Police Department. 


* GE Firm Wins Freepom Awarp as Kenneth 
Wells (left) pres. of Freedom Foundation 
presents Honor Medal to Roy D. Jordan (center) 
and Neal F. Harmon (right) both General Elec- 
tric employees active in civil defense work. 
Award was made for documentary film And a 


} oice Shall Be Heard. 


| 
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@ TELEVISION SERIES SIGNED with March of Time 
as Vern Mullen, ad manager of Miller Brewing 
Co. (left) contracts for TV series as Frank Shea, 
MOT Sales Director looks on. 
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LEVEN OSCARS, symbolic of audience- 
jury preference during the Fifth Annual 
Cleveland Film Festival, were awarded to 
a like number of l6mm sound motion pictures 
at the awards dinner ceremony sponsored by 
the Cleveland Film Council at the Hotel Carter 
in that city on Thursday, June 12. O. H. Coelln, 
Jr., editor and publisher of Business SCREEN was 
the guest speaker, but honors for the evening 
were divided between sponsors and producers of 
these prize-winning films and the affable presi- 
dent of the Cleveland Chamber of Commerce, 
Mr. Curtis Lee Smith. 

Mr. Smith welcomed members of the Cleveland 
Film Council into afhliate membership in_ the 
Chamber of Commerce and congratulated the 
Council on the widespread publicity it has earned 
for the “best location in the nation.” He called 
attention to the establishment of a film informa- 
tion service at Chamber of Commerce headquar 
ters, an activity encouraged by the Council and 
initiated by Kenneth Nash. 

Among sponsored films receiving the tradition- 
al gold “oscar” from Ward Marsh, Cleveland film 


Firm Criric Warp Marsu presents a Cleveland 
Festival “Oscar” to Mrs. Herman Bass on behal} 
of prize-winning film “The High Wall.” 


critic, were The Mark of C, sponsored by the 
Bakery Products Division of Anheuser-Busch, 
Ine. and A Closed Book, sponsored by The Farm 
Bureau Insurance Companies. These two Wilding- 
produced subjects won honors in the public re- 
lations and safety classifications, respectively, and 
top award in the field of industrial training films 
went to The Inner Man Steps Out, sponsored by 
the General Electric Company and produced by 
Pathescope Productions. 

Backfire, sponsored for direct print sale to in- 
dustry by the American Economic Foundation 
and produced by the Princeton Film Center won 
first place among free enterprise and economic 
education films. Sponsored films went to Arizona 

Land of Color and Contrast, produced for the 
Standard Oil Company of California by Paul 
Hoefler Productions. Calvin Productions’ The 
Dirty Look, sponsored by the Gulf Refining Com- 
pany, was the other and final 
among sponsored films. 

Best among mental health films was adjudged 
to be The High Wall. produc ed by Ted Robin- 
son’s New World Productions and jointly spon- 
sored by the Anti-Defamation League. Illinois 
Dept. of Public Welfare, Mental Health Authority 
and the Columbia Foundation. Maury Glaub- 


“oscar” winner 
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Camera glimpse oj some of guests and members at the Annual Awards Dinner. 


AUDIENCE JURIES SELECT OUTSTANDING FILMS FOR HONORS 
AS ANNUAL FILM FESTIVAL PLAYS TO LARGER ATTENDANCE 


man of the Anti-Defamation League, B'nai Brith 
supervised. 

In the field of informational motion pictures, 
Drug Addiction, produced by Encyclopaedia 
Britannica Films, and the unique Private Life of 


film” was Guatemala, Land of Looms produced 
for sale by Allen-Moore Productions, Inc. 

The eleventh “oscar” of the Festival went to 
Waking Point, best among civil defense films, 
produced for the British Information Services. 


a Cat, produced independently by Alexander 


In preparation for the Festival, ten hard-work- 
Hammid were co-winners. The cultural arts “best 


(CONTINUED ON FOLLOWING PAGES) 


REPRESENTING “Oscar” Winners (left to right below) are Paul Taff, for Encyclopaedia Britannica 
Films; O. H. Coelln, Editor oj Business Screen and guest speaker; informational committee chair- 
man Elizabeth Hunady; Martha Heising (Paul Hoefler Productions); Ada Bel Beckwith, cultural arts 
chairman; Mrs. Herman Bass (B nai Brith); George Tamblyn (American Economic Foundation) : 
Molly Strachan (British Information Services); and Robert Ebright, industrial training committee 
chairman. Committee chairmen hold “Oscars” to be sent to absent winners, 
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Screening 


PUBLIC RELATIONS 


Koom 


Aviation 


( hairmar 
Dale ( 


W brite wewing Mar} et 


thal 


Ih minutes rhe 


The lavisble Traveler 


This Ie Lite 


minutes Color 


American Meat lnetitute 


Mount Clemens “Mery 
minutes 


U.S Air Force 


imerioan Harvest 
minutes color 
Chevrolet Motors 


The Mark af C* 
12 minutes color 


Anheuser Busch, tne 


China by the Golden Gate 
minutes color 


Standard Oh! of California 


Sugar U.S.A 
minutes 


Western Sugar 


olor 


INFORMATIONAT 


Aviation Reom 


( hairman 
Flivabeth Hunady 


Cleveland Public Library 


of a Chow 
minutes 
is 


State Department 


MENTAL HEALTH 
Rancho Reom 


A 


Vateor 
ty ‘ ad Me ta Hygiene 
Hreakdoun 
minutes 
Notional bilm Board of Canada 


Pears of Children 


minutes 


Filer 
Farewell to Childhood 


minutes 


Mental Health Film Board 


International Foundation 


The High all” 
12 minutes 
Maury Glaubman of 


Anti Defamation League 


{leoholism 
22 minutes 


Enevelopacdia Britannica 


Producers 


"DENOTES WINNER OF 


CIVIL DEFENSE 


Bl Rancho Room 


( hairman 
Mrs. blizabeth Alexander 
Cleveland Civil Defense 


Duck and Cover 
10 minutes 
FEDA 


Productions 


Archer 


mer 


INDUSTRIAL TRAINING 


English Room 


( hairman 
Kobert H. Ebright 
White Sewing Machine Cory 


4 Way with Pires 
ZK minutes 
The Bell System 


Company 
2B minutes color 


Cabot Carbon Co 


The Inner Man Steps Out® 
minutes 
General Electric Co 


In These Hands 
minutes 


Eli Lilly 


color 
ind Co 


Precision - Key to Quality 
20 minutes (sound Slidefilm) 


Remington Rand, Inc 


dn Investment in Human 
Welfare 
18 minutes - color 
Federal Security Agency 
with Standards 
20 minutes 


Ford Motor Co 


Meering 


“Osc AR” 


FREE ENTERPRISE - 
ECONOMIC EDUCATION 


English Room 

Chairman 

J. Dover 

General Electric Co 

Division 
The Forge 

29 minutes 

Freedoms Foundation 


I amp 


Program—Fifth Annual Film Festival — 


SAFETY 
Harvest Room 
hairman 
Foulw 
E. 1. du Pont de 


Nemours & 


Mary Learns Her Trafhx 
Lesson 
8 minutes color 
Cornell Film Co 


Jimmy of the Safety Patrol 
10 minutes 
General Motors 


4 Closed Book® 
26 minutes 
Farm Bureau Insurance 
( ompanies 


Day in Court 
29 minutes 
Internationa! 


color 
Harvester 


Personal Side of Safety 
15 minutes - one of a series (5) 
National Safety Council 


Don't Drop Your Guard 
10 minutes - color 
Aetna Life Affiliated 
Companies 


Rubber Risks 
12 minutes 
The Goodyear 
Rubber Co 


lire and 


Plan To Live 
17 minutes 
Indiana University Productions 


Farm Tractor Safety 
18 minutes 
American 


color 


Petroleum Institute 


Tony Learns about Fire 
16 minutes - color 
National Board of Fire 
Underwriters 


CULTURAL ARTS 


Harvest Room 


Chairman 
Ada Bel Beckwith 
Lakewood Board of Education 


Brie} Discussion of lomm 
irt Films 


TRAVEL 
North and South Georgian Room 


(hairman 
Marietta Darsie 
Cleveland Heights 
Education 


Board of 


Mexico 
22 minutes 


American 


color 
Airlines 


Youth and Summer in Sweden 
21 minutes - color 
Films of the Nations 


Arizona - Land of Color and 
Contrast* 
25 minutes - color 
Standard Oil of California 


Flight to North Africa 
“) minutes - color 


Air France 


Mountain Moods 


color 
(Canadian National Railways 


minutes 


Balloons in the Sky 


4) minutes - color 
Faso 

High Powder 
22 minutes - color 


SALES PROMOTION & 
MARKETING 


North and South Georgian Room 


Chairman 
Earl P. Carpenter 
Carpenter Visual Service, Inc. 


The Browns Build a House 
20 minutes 
Celotex Corporation 


Grand Design Modern Minute Men Man on the Land The Photographer The Willard Heavy Duty DeLux 

10 minutes 23 minutes 16 minutes - color 26 minutes Battery 

United Nations Film Board The Ohio Bell Telephone Co Oil Industry Information Affiliated Films for Department 10 minutes 

Committee of State Williard Storage Battery Co. 

Losing To Win Survival under Atomic Attack  Backfire* Making of a Mural (Thomas Young Man's Fancy 

10 minutes olor 10 minutes 15 minutes Benton: 40 minutes - color 

Metropolitan Life Insurance FEDA . Castle Films American Keonomic 10 minutes - color Jam Handy Organization 

Ce Foundation Enevelopaedia Britannica Films 
FDR ~ Hyde Park Red Cross Report - 1952 Decision Pen Point Percussion The } ery Idea 

1? minut 1344 minutes 28 minutes olor 7 minutes 28 minutes - color 

Pictorial Filmes, | National American Red Cross Ohie Oil Co National Film Board of Canada Crane Co 
Ostord Student Waking Point Communism Guatemala, Land of Looms* Pipe Line to the Clouds 

| tes minutes minutes minutes - color 25 minutes - color 

Int at al Film Foundat British lnformation Services Corenet Instructional Films Educator Filmes General Electric Co 

Allen Moore Productions, Inc 

The Shoemaker and the Hatter’ Target USA Your Money The Idyl The Dirty Look* 

minutes color SS minutes color 10 minutes - color 24 minutes - color 

} \ , Carne Film Co National Association of Mirs ( inema I Gull Retning Co 

\ 
Drue Add twice Shall Be Heard Feonemics ncommon Clay Figures Are Fashion 

10 minutes 20 minutes 18 minutes - color 
Bacy General Flectric Thomas Craven Warner Brothers 
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(CONTINUED FROM PRECEDING PAGE 29) 


ing screening committees covering each of the 
designated fields looked at nearly 450 films. 
The acceptance of the 90 films finally exhibited 
during the Festival is the first honor accorded 
these pictures and is perhaps as significant for 
the actual For 
example the foremen of the White Sewing Ma- 


many as “oscars” themselves. 
chine Company in Cleveland helped committee 
chairman Robert H. Ebright sereen industrial 
training films. Safety pictures were screened by 
members of the Central Safety Committee of 
the Grasselli Chemical Department of E. 1. 
duPont; mental health films were screened by 
professional social service agency heads in Cleve- 
land and travel films were first checked by 30 
committee members, including 15 teachers and 
15 parent-teacher members. Such organizations 
as the Red Cross, Junior League, Chamber of 
Commerce, Council on World Affairs, and local 


CLEVELAND CHAMBER OF COMMERCE president 
Curtis Lee Smith congratulates Festival officers 
for civic contribution and notes recent affiliation 
of two groups. 


schools and colleges furnished screening com- 
mittee members for this thankless task. 


(,uests See a Finished Performance 


The several hundred guests and members who 
attended Cleveland's fifth annual affair and its 
windup dinner saw a smooth and efficient per- 
formance throughout the day. Council president 


Harp-Workivne CHairMen (left to right above) are Mrs. Ruth Matson (men- 


tal health); Robert Ebright (industrial training) 


WT. Foultz (safety); Ada Bel Beckwith (cultural 


arts): Marietta Darsie (travel films); Elizabeth Hunady (informational films); Earl Carpenter (sales 


promotion and marketing); + J. Dover (free enterprise and econome 


(public relations films). 


Dale Cannon spoke briefly at the dinner, thank- 
ing the many participants. Harold Nissley, man- 
agement consultant, served as toastmaster of the 
evening. Publicity in Cleveland newspapers and 
national magazines was arranged by Fern Long, 
supervisor of the Adult Education Department. 
Cleveland Public Library. 
nearly every phase of the program were Virginia 
Beard, head of the Library's Film Bureau and 
Elizabeth Hunady. also of the Film Bureau staff 
who served as chairman of the 
Films section. 


Active as usual in 


Informational 


Kenneth R. Vermillion, as first vice-president, 
was active in direction of the Festival program: 
Mrs. Margaret Saylor is second vice-president of 
the Cleveland Film Council. Ada Bel Beckwith 
is its recording secretary and Mrs. Helen Stein. 
corresponding secretary. H. G. Jim Hays is treas- 
urer of the Council. Directors include Mrs. Myrtle 
Carran and William 5. Hockman in addition to 
Miss Hunady. 


Festival Pictures On These Pages 
by Donald Booth, Cleveland Public Library 


education); Dale Cannon 


Screening committee chairman are named in 
the full screening program shown in these pages. 
As guest speaker at the Annual Awards Dinner 


(CONTINUED ON PAGE SIXTY-ONE) 


Festivat 


the 


was ine reased sizeably 


over previous 


audiences 
came early, stayed late to view the many films. 


year; screening 


Part Two of the Cleveland Film Festivals Complete Screening Program 


INFORMATIONAI CIVIL DEFENSE FREE ENTERPRISE CULTURAL ARTs SALES PROMOTION & 
ECONOMIC EDUCATION MARKETING 
Story of Time Sel/-Preservation in an Atomic Refractions No. 1 There Is a Difference 
10 a color Bomb Attack ll minutes - color 28 minutes - color 
Cornell Film Co 18 minutes A-F Films, Inc velia rage 
The Private Life of a Cat Take Cover Birth of an Idol 
20 minutes - silent 5 minutes 12 minutes color 
Alexander Hammid FCDA - Reid H. Ray Film Drama Department 
Industries Baylor University 
A New Beginning Technique of Paper Sculpture 
20 minutes 10 minutes - color i 
tl. Ss. Army Allen-Moore Productions, Inc 
Steven Dohanos Paints a Cover 
“DENOTES WINNER OF “OSCAR™ for venting Pes 
20) minutes 
Sterling Films, Inc 
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PICTORIAL SYNOPSIS OF “THE STORY OF DEDNOX” 


Ny tp. 


> 


Nid 


> 


i Hild 


bovcarion is the basic aim at this 15 


Customer Loss caused through moisture con- 


minute sound and color film jor Spring Packing densation is told in opening sequence. 


Cram Acent listens as Dednox rep- 


Mar. Conpensation holds his head in grief as 
resentative tells his story Wy 


Dednox goes to work. 


scene shows application 


CARTOON CHARACTERS sing original theme song 


of product on car roof in closing sequence 


Helping the Railroads Fight Cargo Loss 


NEN 


SPRING 


PACKING CORP. PICTURE TALKS THE CUSTOMER'S LANGUAGE 


Sponsor: Spring Packing ¢ orporation among ratlroaders themselves with resultant loss 


Tithe lhe Story of 


Dednox, 15 min. Color to both the reads and the economy 


Produced in Hollywood by the Telepix Cot Costly and destructive moisture condensation 
poration for Dick Lewis Studios, Chicage inside railroad freight cars is one of the causes 
# America’s most precious and sizeable cargos of cargo destruction. Helping the railroads fight 


il the nation's railroads but 


retting 


this moisture danger is the Spring Packing Cor 


them from point of origin to final destination in poration’s chemicallized cork product, Dednox. 


volves methods and materials litthe known to the And helping Spring Packing show how Dednox 


average citizen. Sometimes, even, tow littl known 


works and saves is the company’s first film ven- 


ture, a 15-minute color film appropriately titled 
The Story of Dednox. 

No dull treatment of manufacturing processes 
but an extremely interesting visual sales piece, 
The Story of Dednox was written in terms of 
the customer's interests and problems. Anima- 
tion, colorful and understandable, interprets 
with humor and clarity the product's merits and 


application. 


Action Well Balanced 


Two cartoon characters point up the story 


Animation, Live 


line and dramatize subject matter against au- 
thentie railroad background. Background music, 
in keeping with the rail-interest theme, keeps 
the pace moving along as plenty of useful data 
is delivered to potential prospects for the treat- 
ment process, 

Exterior scenes, filmed in Chicago and Cali- 
fornia, are well integrated into the film’s main 
technical theme, enhanced by reproduction in 
the Eastman color process. 

According to George L. Green, Spring's ex- 
ecutive vice-president, The Story of Dednox will 
be shown at a series of luncheon meetings in 
railroad centers throughout the United States 
and Canada. 

“It is our intention to invite interested rail- 
road executives, bankers, and prominent indus- 
we have had 
a marvelous reception on its initial showing.” 


trialists to see this unique film . . . 


Features Well-Known Hollywood Cast 


From its opening sequence, wherein a large 
bakery’s manager is dismayed by the loss of four 
out of six carloads of flour through mildew in 
shipment, The Story of Dednox takes the cus- 
tomer’s point of view on avoidable losses. The ~ 
film is enhanced throughout by excellent anima- 
tion and cast from among Hollywood's best, in- 
cluding William Frawley, as the harrassed rail- 
road claim agent; Russell Conway, Ralph Dumke 
and the voices of Mel Blane (Bugs Bunny) and 
Pat MeGeehan (from the Red Skelton show) 
who do vocal patterns for the cartoon characters 
“Mr. Espey” and “Mr. Dednox.” 

Dick Lewis Studios, Chicago, handled the pro- 
duction arrangements as midwest representatives 
of Telepix Corporation, Hollywood, the pro- 
ducer. Spring Packing Corporation, Chicago, is 
handling its own distribution arrangements to 
the specialized audiences within the industry to 
whom the film is directly aimed. Gat 


Editorial Cooperation Given Magazines 
* The Editors of Business SCREEN are cooper- 
ating with the magazine Meta WorkING as it 
initiates a regular column on films for its reader- 
ship in this special field. Recent assistance was 
also given through our New York and Chicago 
bureaus to the editors of Tipe, advertising jour- 
nal which carried a special cover story on the 
commercial film industry. 

Requests from Occupational HaAzarps, in 
the safety film, and Instrrutions and 
MoNTHLY covering the hotels, restaurants, and 
similar institutions have also been received. Sev- 
eral full pages in INstiruTions were filled by 
article material prepared by O. H. Coelln, Jr., 
editor of BUSINESS SCREEN. a 
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HE ALTOMOTIVE INDUSTRY has grown 
‘2 onstantly more aware of its responsibilities 

as well as its business future as the horrible 
toll of traffic deaths and injuries climbed to new 
heights in recent years. Driver education pro- 
grams, particularly those directed to teen-agers, 
have helped to hold his trafic line as sponsors 
hope to implant good driving habits from the 
start and thus serve the dual objectives of halt- 
ing the hotrods while raising a new generation 
of road-wise, careful drivers. 


Launched “Good Driver” Agreements 


Kaiser-Frazer Sales Corporation has accepted 
its share of this responsibility ever since it be- 
came part of the automotive industry. Convinced 
that “the hope of building a nation of better 
drivers lies with the proper training of the youth 
of America.” KF launched. through its nation- 
wide dealer family, the now familiar “Man to 
Man” and “Dad to Daughter” driver training 
agreements. This summer, joining with the Inter- 
Industry Highway Safety Committee, the Na- 
tional Safety Council and other organizations 
interested in highway safety, KF has completed 
the production of a 24-minute black and white 
sound motion picture Bord of Honor which im- 
plements its driver agreement program as well as 
delivering some potent arguments to its prospec- 
tive teen-ager audiences on the wisdom of being 
smart, safe drivers. 


Word of Honor is a first-rate professional 
production, cast with well-known Hollywood 
players and apparently destined for an all-out 
dealer-distribution push this coming fall and 


Tuts 24MINUTE motion picture was produced 
for KF by Vogue-Wright Studios in Hollywood. 


Wise Counser prevails as Duke wins youngsters 
to “Good Driver” agreements. 
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agers who ditched his car. 


death on the highway in climactic scene. 


Death lurks on the highways as hot-rod addicts feud. 


Kaiser-Frazer Joins Crusade for Safety 


POWERFUL NEW DRIVER EDUCATION FILM FOR TEEN-AGERS 
WILL AID NATIONAL CAMPAIGN AGAINST TRAFFIC TOLL 


winter season. Backed by an ample supply of 
prints, the production job by Vogue-Wright 
Studios, under the supervision of film chief 
George T. 


whose sereen treatment for Last Date has won 
several film awards, including a National Safety 
plaque. 

Becker, is top-billing material for 
both teen-age and adult audiences, such as 
PTA’s and civie groups. Donald Woods, as Duke 
Marshall, is the featured player. Harry Franklin 
directed for Vogue-Wright, following the origi- 
nal screen story by Bruce Henry, the Chicagoan 


Location scenes were laid in California with 
the full cooperation of the Trafic Department of 
the Los Angeles Police Department, the Na- 
tional Hot-Rod Association and the California 
Highway Patrol. The Traffic Institute at 
(CONTINUED ON THE FOLLOWING PAGE) 


Hot-Rop Victim Duke Marshall catches teen- Duke ApPeAaLs to parents to help him stop siege 


of crazy driving by their children, 


One Teen-Acer breaks his pledge and meets 


son's death . . . too late. 


39 


Parents Reawize their indulgence really caused 


Ell 


4 
. i, 


is 
a 


KF JOINS SAFETY 


From rhe PRECEDING 


Northwestern University was another cooperal 


ing apemy 

Word of Honors plot story brings Duke 
Marshall, racing driver. into a pretty al 
5. community where he encounters some wild 
youngsters on the highway enroute to a race 
meeting. Shrugging off a first brief encounter 
he is both enraged and concerned as a second 
meeting forces his car off the road and causes 
a near tragedy 

“Word of Honor” Talks Kids’ Language 


inte one-man 


erusader for safe driving. Get 


ting ations at the 


reckless 
his Campaign t the 


the 
Duke takes 
sungsters themselves, His 
for th 


rules of 


parents of the youngsters 


professional standing and their respect 


veteran auto racers knowledge of the 
the road wines 
Talking 


splains 


they 


plenty of converts 
kicks 


agreement 


takes a 


Duke 


language the understand 


buy it 


Iriver program 


But it sthashing story 


clumax with a tragic final twist to drive home 


the realization that safe driving isnt a 


based on future 
the road \ 
unforgettable 


matter 
but life 
performance on 


this 


of paper and ink and intentions 


ineurance wale 


family loses a youngster in 


sequence real and 


but plenty of 


permanent safe drivers will be won to the cause 
md their lives spared as a result 

Modern Talking will handle 
nationwide distribution of of Heneor 


strong 


Picture Service 


up dealer this 


fall 


prometion 


Reference Notes for Your Program 
Vital statistics: Word of Honor 
Vogue-Wright’s Hollywood Leorge 
1. Recker was executive producer 
Story by Bruce 


Running time of final 


studios 

Harry Frank 
lin directed Henry. Cast 


and 
crew 


people 


version is 24 minutes 


Distribution notes: a general audience which 
includes high school age youth, mens’ and wom 
ens’ clubs, PTA’s and service organizations will 
be widely contacted by dealers aided by Modern 


Valking 


and theatrical bookings are 


Picture Service. Sustaining television 


also forecast ‘ad 


u ord of Honor 


heat ited plave rs shou 


Cast any Crew of 


production on location 
at center with George Becker, eve 


ulive producet 


jor bogue-W right Studios 


CRESADE 


Imerican ingenuity brings dream houses to reality in “Homes Unlimited” 


Prefabricated Housing Tells Its Story 


NATIONAL HOMES DEALERS GET 


Sponsor: National Homes, Incorporated. 


litle: 
duced by Galbreath Picture Productions. Dis- 
tributed by Modern 


Homes Unlimited, 29 min. color, pro- 


Talking Picture Service, 


* Thomas Edison laid down the principles of 
prefabricated housing and the great inventor was 
among the first to see the waste and inefhiciency 
in most conventional building methods. But not 
until the full impetus of America’s postwar hous 
ing shortage had made itself felt, did this field 
National 
Homes’ production line facilities at Lafayette, 


achieve the solid footing reflected in 
Indiana and in this company’s exposition of its 
29-minute color 
motion preture Homes Unlimited. 


thesis which is shown in the 

Homes Unlimited has averaged a house sale 
per showing for at least one National Homes’ 
dealer: obviously it is a popular and undoubt- 
edly potent weapon in this highly competitive 
business. For the homes depicted are liveable, 
believeable and desirable to anv of the millions 


of renters, boarders and other victims of the high 


SALES RESULTS WITH “HOMES UNLIMITED” 


cost of modern housing. Every detail along the 
production line and on an actual building site is 
shown with painstaking care. Step by step, rea- 
son by reason, Homes Unlimited builds up some 
formidable arguments for prefabricated housing 
and for National Homes’ part in it. 

These arguments are pre-planning, expert de- 
signing. mass buying (of materials, utilities, 
ete.}, streamlined production and time-saving 
erection methods. They have to stand up against 
the average citizen's inherent desire for original- 
ity and trade-unionism’s natural 
against such labor-saving ideas. 

Galbreath Picture Productions handled this 
interesting production assignment with compe- 
tence and has achieved a high degree of audience 
interest. Groups are being reached by National 
Homes’ dealers, some of whom have purchased 
prints of their own. But the bulk of distribution 
and audience 


prejudice 


promotion is being done by 
Modern Talking Picture Service, Inc. through 
most of its exchange network (excepting areas 
where dealer facilities are not vet established). 
Plenty of audience interest is indicated. "a 
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Of Glass and People 


KIMBLE GLASS FILM TELLS SCIENCE 
STORY WITH SHARPNESS & CLARITY 


Sponsor: The Kimble Glass Company Division 
of Owens-Illinois Glass Company. 

Title: Glass, Science & People, 20 min, color, 
produced by The Princeton Film Center. 


* Beakers, graduated test tubes and containers 
of every size and shape—volumetric glass objects 

are the interest in this colorful science film. 
Designed for laboratory people, students, chem- 
ists, ete., it shows the manufacture of precision 
laboratory glass from blowing to packing. 

Although as much machinery is packed into 
the Kimble plant as in most manufacturers’ 
establishments, scientific glass making is pretty 
much a hand operation from beginning to end. 
The film shows blowers swinging their long tubes 
with globs of molten glass at the end, then blow- 
ing to specified shapes in molds. Girls with tiny 
tubes and pipes join and seal delicate parts. But 
the most meticulous work of the laboratory glass 
maker is in marking the containers accurately 
for volumetric content. Each piece is individual- 
ly marked and carefully tested—in fact, the final 
tester gets a bonus for each piece rejected as not 
up to standard. 


The whole purpose of a “factory” film is to 
visualize and make understandable a complex in- 
dustrial process. Mundane, run-of-the-mill pho- 
tography may visualize, but lacks the spark to 
really explain what is going on or convince the 
viewer that the activities pictured represent some- 
thing exciting. 

David L. Quaid, who photographed Glass, Sci- 
ence and People is one of the rare cameramen to 
always leave his own mark on an industrial film. 
Quaid’s forte is not in the special “gimmick” but 
rather in a crispness and brilliance that imparts 
a fresh approach to this difficult type of photog- 
raphy. It’s not hard to find a cameraman who 
can find human interest in people, but very hard 
to find one who can make machines seem alive. 
There are few better than Dave Quaid. Sal 


Human Side of Trailer Coach Life 


* Housing difficulties are still acute in most 
parts of the nation but a new film, 16mm sound 
and color, offers one workable solution. Spon- 
sor is the Trailer Coach Manufacturers Associa- 
tion and the title is You CAN Take It with You. 
Advice to transients who are weary of bucking 
the housing shortage is evident: a trailer leads 
to comfort and independence. 

Produced by Paragon Pictures, Evanston, IIL, 
the film deals with some rather interesting trailer 
facts in its 27-minutes, and incorporates a bit of 
side interest by recounting the relationship be- 
tween a boy’s kite and the construction of Rock 
River Bridge in the Catskills. 

Modern Talking Picture Service is distribut- 
ing You CAN Take It with You. Bookings may 
be arranged through their New York office at 
45 Rockefeller Plaza, New York 20 or 26 other 
exchanges in principal cities. 
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Berore: Junior finds it tough to get his B-29's 
rolling in glaring, uneven light. 


Arter: light conditioning aids Junior's study 
and play in “Bright Future.” 


Berore: poor lighting puts this otherwise happy 
family in a bristling mood, 


Arrer: gloom is dispelled for the Simmons 
family through better lighting. 


GE Presents Case for Better Lighting 


“BRIGHT FUTURE” IN PICTURES AIDS 


Sponsor: The General Electric Company, Lamp 
Division. 

Title: Bright Future, 29 min, color, produced by 
Depicto Films, Ine. 

* According to GE's Lamp Division, the aver- 

age American home is only slightly better illu- 

minated than a coal bin. Dim lamps and heavy 

shades in the run-of-the-mill home spoil its ap- 

pearance and make the family as grouchy as a 

lair of hungry bears. 


THE LIGHT CONDITIONING CAMPAIGN 


GE's answer to the dimly lit home is “Light 
Conditioning,” a system of tested recipes for 
making every home brighter, more attractive and 
a better place to live. GE, and the utility com- 
panies, electrical manufacturers and home build- 
ers with whom the system has been tested, believe 
there is a big future in brighter homes. It isn’t 
overly expensive to meet all specifications for the 
perfectly lit home, and frequently the results are 
(CONTINUEED ON THE FOLLOWING PACE} 


“Bricut Forure” Team included (1. to r.) G. J. Herschfield (cameraman); Joseph E. Henabary 
(director); Harold H. Green and Eugene Commery of G. E.s Lamp Division; C. E. Stephenson (set 
designer); J. T. Dunjord (Depicto v.p.); Elliot Baker (writer); Charles Hans (special effects). 
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GE SHOWS “BRIGHT FUTURE” 
CONTIStED PROM rir PRECEDING PAGE) 


as earthy major improvement that would 
Cost many tines more 

Three tasers itt mt are introduced in a new 
color tin juet released’ by the company and 
tithed right Future 


three families suffering from dimly lit homes and 


It shows the tribulations of 


net realizing tt. Mire. Brent hasn't enough light 
ty see what goes on in her kitchen, burns the 
chops: Mis. Simmons endlessly moves furniture 
that never looks right: while voung Mre. Rogers 


puts on too much make-up because she can’t see 
well ¢ ugh t | t good job But these and 
many other troubles vanish when Mies Williams 
the lighting consultant from the utility « mpany 


introduces them all to Light Conditioning 

Bright Future has a big and well-handled cast 
It em ugh to be convine ing and 
a let of fun to watch, Special credit is certainly 
due the technical crew who managed the “before 
lighting effects without spoiling the 
color balance or overdoing the job so that the 
dimly tit rooms would look like anything other 
than normal, It would have been awfully easy 
to draw the parallel so wide that a viewer might 
say Well. my house certainly isn't as dark as 
that 

After first-run showings by GE before such 
roups as homebuilders, electrwal contractors 
retailers, wholesalers, utility companies and lamp 
manufacturers, the film will reach it« ultumate 
sudience (through Modern Talking Picture Serv 
we { home makers in women’s and service 
ls and churches 
Rricht Future presented technical problems to 
its makers Depieto Tne. that few who see 
it will ever realize. First problem was to under 


light and over-light the sets while still maintain 


ing perfect color balance and creating no false 
shadows, With eolor film, light had to 
be used, and no tricks could get around that 
borty or fifty times the amount of light indicated 
was used to simulate the exact eflects perfectly 
which required elaborate care and liberal use of 
ishestos to prevent burning 

Ceilings and reflected light from them were 
called tor by the script vet it was necessary to 
light the set from above, Solution was a special 
lens-atis camera mounting and a scale miniature 
ceiling placed in the foreground just above the 
lens. This permitted panning the camera to fol 
low action in what seemed to be a ceilinged 
room. This is an unusual stunt rarely done even 
in major theatrical productions 

If the script had permitted redecorating the 
rooms concurrently with Light Conditioning a 
lot of headaches could have been avoided, but 
it would have busted the story's believabilitv wide 
open. The painted walls had to have the same 
color under extreme variations in lighting. So 
special paints of closely controlled reflectance 
were devised and pre-tested to secure exact 
match 

Bright Future was, indeed, a long, hard job, 
but perhaps the best key to how convincing it 
turned out was that the electricians and grips 
who worked on the film are now the most enthu 
siastic devotees of Light Conditioning in their 


own homes 


Audience Reactor 


SIMPLE NEW ELECTRONIC DEVICE 
MEASURES OPINIONS OF GROUPS 


DIENCE-TESTING and measuring equip- 
ment has been received with interest in the 
past among users of sponsored films but 

enthusiasm has been dampened by the cost and 
complexity of most of these devices. 

Now comes the comparatively inexpensive and 
practi al testing unit which the Harwald Com- 
pany, its manufacturer, calls the Group-Think- 
ometer, By means of an electric meter plus ten 
push-button (or foot-pedal) individual “sta- 
tions.” the favorable and unfavorable reactions 
of a group of ten or less persons can be scored 
continuously, instantly and anonymously. The 
device does not record these reactions but does 
furnish a visual scoring of acceptance and re 


pectron unhampered by hological hesitation. 


particularly in the presence of “top brass.” 
Beneficiaries of the Group-Thinkometer are 
members of public speaking classes, business 
conferees, trainers, and producers and sponsors 
of business films and tv. programs. In facet, 
wherever the opinion of a group is valuable, the 
Thinkometer has a high degree of usefulness. It 
was born of an idea which came to Bob Grun- 
wald, Harwald’s inventive president, while at 


tending an adult public speaking club session in 


“Group Thinkometer” Shows Ingenuity, 


Vision of Creative Audio-Visual Firm 


* Out there just beyond the bright lights 
of publicity and promotional fanfare, the 
audio-visual field has more than a few indi- 
viduals whose ingenuity and vision have 
helped advance idea communication and in- 
directly benefited all who use visuals for 
education and information. 

Names like Jamison Handy, Alexander 
Vietor and the late Herman DeVry are 
widely known but have you met Bob Grun- 
wald, president of the Harwald Company ? 
Here's a comparative youngster in the busi- 
ness whose small but growing Evanston 
Iilineis company has contributed such de- 
vices as the Admatic, continuous slide pro- 
jector: the Inspecto-O-Film, automatic film 
inspection equipment (from original idea 
and designs by Don White): and now has 
brought forth the Group-Thinkometer, an 
electrical device which measures the opin- 
ions of a group of people and registers 
their total degree of approval, etc. 

We're looking to Bob Grunwald for more 
ideas like this one. Audience measuring 
equipment has been expensive and overly 
complicated. Maybe this one will prove the 
economical answer and improve our real 
knowledge of situations where it can be 
used. In any case, ideas come from a fertile 
souree and the field in which this one was 
sewn and harvested will, we predict, pro- 
duce a bumper crop as time goes by. Wh 


Group THINKOMETER fesfing unit in- 
cluding meter and ten “stations.” 


Park Ridge. Illinois. Observing that one of the 
problems in public speaking is the speaker's in- 
ability to obtain an accurate, unprejudiced criti- 
cism and evaluation, Bob decided that comparing 
accurately the opinions of ten members of the 
listening group would be an ideal way to evaluate 
its acceptance. The answer lay in electronics and 
the Thinkometer was the result. 

Here are some of its advantages, besides econ- 
omy (the whole apparatus sells for only $45, 
f.o.b. Evanston, Hlinois) : 

1. Personal embarrassment is eliminated be- 
cause there is no individual identification of re- 
spondents. This promises to reprieve a whole 
generation of “yes men,” at least in Hollywood. 

2. The speed of reaction enables a designated 
“data taker” to follow the script of a copy of a 
speech or other data being discussed and to mark 
the meter readings opposite reaction points. The 
meter dial reads from one to ten. These numbers, 
high or low on the scale indi« ate degrees of re- 
ceptivity to the material. Nothing has to be re- 
membered, the numbers are simple but undeni- 
able. 

3. Conference or meeting “lags” can be 
checked by meter readings. Buttons are de- 
pressed when conferences lose interest to their 
members and the conference leader is advised 
without interruption or embarrassment to pro- 
ceed to new material. 

Group Thinking is an important phase of our 
democracy. social or industrial. As manifested 
in the participation-film program of Jn Our 
Hands, it has enabled workers to express them- 
selves without union or management interference. 
Any device which furthers that cause means that 
progress is advanced by frank expression of hon- 
est feelings. That's a lofty way to look at an 
electric meter and its components but it’s a step 
in the right direction. 

The Group-Thinkometer is a streamlined bake- 
lite case, with self-contained batteries (use it any- 
where, in field or factory); complete with 
switches and all it weighs only two and one-half 
pounds; the cord length is 50-feet: with three 
and one-half feet of cord between each of the 
ten switches. Price: $45.00 f.0.b. Harwald Com- 
pany, Evanston, Illinois and by golly, we ought 
to get one ourselves. OHC 
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Show your men 


hew ana why 


with movies... 


You can use the Kodascope Pageant Sound Projector 
for both small and large audience showings! 


Sound movie: ¢ you costly production time in explain- 
ing new pro »n techniques, safety procedures and 
better plant | ping. Employees learn faster and 
better... ren -nger. For noon-time entertain- 
ment and employee get-togethers, there's nothing like a 
good movie to boost plant morale. 

Now, you can show your 16mm. black-and-white or 
color movies in small rooms or large auditoriums with 
the same portable projector! For most requirements, the 
Kodascope Pageant Sound Projector and its single 
speaker provide effective sound distribution. But in large 
auditoriums with difficult acoustical conditions, simply 


add the Kodak Multi-Speaker Unit. This gives you, at low 
cost, a versatile four-speaker setup that eliminates distor- 
tion from over amplification. 

Light in weight, and easy to carry, the Pageant can be 
set up and threaded in a matter of minutes . . . projects 
your films with sparkling brilliance, with superb quality 
of tone. It's rugged, dependable, easy to use... and it's 
lubricated for life. 

The Pageant and the Multi-Speaker Unit together list 
at $492.50. The Pageant with its single speaker lists at 
$400. For a demonstration, call your Kodak Audio- 
Visual dealer—or mail the coupon for more details. 


BUSINESS FILMS... demonstrate, train, dramatize, sell 


Prices subject to change without notice. 


EASTMAN KODAK COMPANY, Rochester 4, N. Y. 
Please send: booklet, ‘‘Kodascope Pageant Sound Projector’’; 
_ complete information on Kodak Multi-Speaker Unit. 


For large auditoriums... 
the three extra speckers of the new NAME 


Kodak Multi-Speaker Unit provide even- 
level sound distribution, no matter how dif- COMPANY 


ficult acoustical conditions may be. The ADDRESS 


Multi-Specker Unit packs into one hand- 
some cose that matches the Pageant 


exactly in oppearance, and has space for 
2000-ft. reel of film. List price, $92.50. 
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1 prototype of tomorrow's motor car is the “star” of this shou 


Car of Tomorrow in Sereen Debut 


FORD 


DEALER 


* Among the top-flight motion pretures to he 


viewed by at least part of the SOLQOOL000) esti 
mated audience seeing Ford Motor Company 
films in this vear is Tomorrow Meets Today. 


latest addition to that sponsor's film library, Re 
viewed in Business Scares last month (No. 3, 
Vol. 13, 1952) unlocks the doors of 


Ford's engineering laboratories to show the con 


Tomorrou 


public where and how its automobile 


come ived 


models of tomorrow are 


Premiere Showings in June 


Premiere showings were being completed in 


June throughout the country, following an initial 
Detroit showing on June 19 at which Ford vice 
president I. A. Duffy 
was the featured aker 


Tomorron Veets 


of those happy accidents wherein fate 


in charge of purchasing 
Today was. in a sense, on 
and tiness« 
results with 


fully balanced color and 


Tomorrou 


combine with tine “Marting care 


work 


a news 


eX\pert camera 
was originally destined to be 
Design 


central theme But 


report on the hagineering exhibition 


which os its it finished as a 


self. ontained and extremely interes sting omple le 


picture that is one of the best expositions of the 
shills and creative rentus behind today’s motor 
cat 
A Shillful Job of Production 
MPO) Productions, New York, provided the 


production skills that distinguished this 25-min 
vite sound and 


olor subject; supervision by Leo 


whe heads up Ford’s film activity, in 


sured the scope and interest of the piece. In 
summary, Tomorrow Meets Today follows the 
creation of the “car of tomorrow” through en 


gine design and build-up, chassis design, electri 
cal engineering and into the body department 


It shows how prototype cars are built and tested 


PREMIERES FOR COLORFUL 


“TOMORROW MEETS TODAY” 


before they are approved for mass production. 


From a dramatic testing sequence on the track 


and in the laboratory, the film finally moves into 


research where Ford engineers plan for the 


future 


Producer's Reeord Performance Gets 
Republican Campaign Film on TY 


* Time elections rolled 
around off the old 
speech, limber up the hand-shaking muscles, and 


was W hen Nov ember 


oflice-seekers would dust 
take off on a helter-skelter tour of the hustings. 
Much of this, no doubt, will always be a healthy 
part of our political life, but with the advent of 
radio, and television, both political parties grad- 
ually have become conscious of what a visual, 
dramatic presentation can do, 

One case in point is NBC's coverage of the 
presidential race. Both political parties were of- 
fered time on “Hats in the Ring,” the network's 
television and radio series designed to publi- 
cize the candidates and issues of the current po 
litical battle 

The Republicans were the first to present their 
appeal to the people. It was done in the form 


of a courtroom trial, complete with judge, peo- 


ple’s counsel, and defense counsel (representing 
the Democrats, of course). “The Case for a Re- 
publican Congress” is a clawing, no-punches- 
pulled political tract, written to be understood, 
and yet squarely coming to grips with important 
issues of our day. It combines, and with not a 
little success, the partisan fervor of the stump 
campaigner and the dramatic intensity of thea- 
trical showmanship. 

Production of the film for its TV presentation 
was accomplished in what must be near-record 
time. The flip of a coin gave the Republicans 
less than ten days for the entire job. 


Byron Studio Gets Assignment 


Kirby Hawkes wrote the script for the Repub- 
lican Congressional Committee in 24 hours, and 
Byron Studios was engaged to produce the 
show. While casting was done in New York, a 
set was being built in Byron's Washington 
studios. It was strictly a weekend proposition. 

Almost no time was available for the actors 
to learn their parts, but shooting began Monday 
morning and continued for a day and a half. 
Actual time used in filming the show could 
have been decreased but for the delay caused in 
waiting for Congressmen who acted as witnesses 
before the court. 


Production Completed in Five Days 


Photography was done with four cameras, 
three Maurers and one Bell & Howell Specialist, 
all adequately blimped, Recording was done on 
Reeves l6mm magnetic tape and later re-re- 
corded on a Maurer recorder. l6mm negative 
was used with special processing. With a run- 
ning time of 2814 minutes, the finished film 
was delivered exactly five days after Byron had 
been contacted to do the film. Eighteen addi- 
tional prints were delivered the following 


day. 


United Gas Promotes the Gulf South 


as Good Location for Industry 
Sponsor: United Gas Corp. 
Title: Map of an Empire, 20'% min, color, pro- 


duced by Farrell & Gage Films, supervised by 
Film Counselors. 


* This is a “Chamber of Commerce” sort of 
thing extolling the progress of the “Gulf South,” 
home grounds of the United Gas Corp.'s exten- 
sive grids of pipelines. Point is that the South 
Central States want new industries, new people, 
and they are getting them. 
addition to 
and efficient natural gas for power—the spon- 
sor’s own stock in trade-—the Gulf South has 
timber, reawakened and diversified agriculture, 
minerals, foreign trade, petroleum, beef and 
hefty looking workmen with plenty of savvy. It’s 
handsome and powerful looking country, old as 
New Orleans’ Vieux Carré and new as Houston's 
skyline. 


Inducements?— in inexpensive 


Pushing its own bailiwick is not a new activ- 
ity for United Gas--for some time it has been 
speaking out in magazine advertisements, but 
this is its first film in a great many years, and 


is the first of a series, by the way. >? 
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EXCLUSIVE. 
FEATURES 


capacity of the lamp. 
@ “DOUBLET” switches protect ‘he la 


@ All lenses are of professional quality mounted ae Tens: 


(@ Each condenser lens separately marked and mounted individual die 
‘ cast holder. Easily removed for ‘jiffy’ clegning. 


far beyond the rated capacity of the 
lamp. It’s sharp and clear, too—right out protects their Projector investment. 


INC. 35-01 wane ISLAND 


NUMBER 4 + VOLUME 


@ LIGHT-MULTIPLIER” optical system adds ore brilliance to the rated 
} 
The finest films cannot do justice to other projector equals thless per- 
material if they are only “half illuminated.” — formance. It’s so easy to operate—so sturdy = 


Encyclopaedia Britannica Films 
Issues Progress Report on ‘52 
® Stepping up its production pace 
during the first six months of 1952. 
Barrannica 
Isc. leading producer of education 
al flows for classroom use, has an 
nounced the release of 25 new sub 
jects to schools, industry, adult 
groups and related film users. An 
other 22 films were reported as 
completed at June 30 but awaiting 
final printing An additional 23 
subjects were on the final editing 
stage and eight more were in pro 
duction 

Films, filmstrips and recordings 
released and in production covered 
1 wide range of subject matter from 
basic tools for improving children’s 
habits to 


uling broadening of 


adult education 


“New Tools for Learning” 
One thm produced by EB for 
the University of Chicago Audio 
Visual Center, was tithed Vew Tools 
jor Learning. it assumes the princes 
ple that the great and imperative 
task confronting modern education 
urgently requires almost universal 
use of the indelibly effective new 
tool of communication. the sound 
motion 

The film demonstrates this effec 
tiveness through comparative pho 
tography showing how motion pu 
tures bring richness and vitality te 
teaching. Classroom scenes from 
Cincinnati, Evanston, and Labora 
tory schools of the Universities of 
Chicago and Indiana, make this 
pount on terms of pressing contemp 
rary need for citizens with broad 


understanding and wide general 


know ledge 
Two other prob 

lems, attacked in films for the up 

per high school levels but which are 


receiving wide use in industry and 


and Alcoholism. Both are 21-minute 


business, are in Drug 


pictures in black and white pro 
duced only after the careful docu 
mentation and expert consulting 
which characterizes all EBE pre 
ductions. They are dramatizations 
of what happens to a high school 
student or a man if he allows him 
self to become enmeshed in either 
habit. Situations which might have 
instructed neophytes in the use of 


drugs were carefully avoided 


Several Win Award Honors 
Both films were widely a 
claimed. Drug Addiction, in addi 
tion to other firsts and honorable 
mention, tied for first place as the 
best educational film at the Cleve- 
land Film Festival early in June 
Another prize winner, at the Bos- 


More EB Films for Industry 


ton Film Festival as the best educa- 
tional film and nominated for the 
Hollywood “Osear” in the docu- 
mentary class, was People Along 
the Mississippi. Producers of the 
film, John 


Weisenborn, travelled more than 


Barnes and Gordon 


10,000 miles by every conceivable 
form of transportation — rafts to 
airplanes in making the picture. 


Films on Great Americans 

The demand from industrialists 
and businessmen for unbiased films 
retelling the American heritage in 
contemporary terms continued to 
prod EBF into producing pictures 
for this explicit use. In addition to 
historical films, such as its 26 biog- 
raphies of Great Americans, EBF 
also scheduled and produced films 
on problems ranging from adult so- 


Barbora Stanwyck presents Frances Holmes 
Achievement Award to Betty King, Rockett 
director on “Freedom's Highways 


Business film 
producers for over a 


quarter-century 


Slide films ¢ Motion pictures ¢ Films for TV 


BUSINESS 


cial adjustment to the controversial 


themes of Competition and Big 
Business. 

\ late release in this field was 
Industrial Purchasing, which told 
the story of the functions and im- 
portance of the purchasing agent in 
the framework of American busi- 
ness, Insurance Against Fire Losses, 
Working Together, the story of 
management labor difhculties, and 
others also entered this field. 

For noon-hour and other indus- 
trial-community recreation  pro- 
grams, the EB Film library added 
such titles as Morning Star, color- 
ful desert adventure story: films on 
lands such as /ndia and !taly fill 
another program niche. Of unusual 
importance is a forthcoming series 
on atomic energy. including its role 
in agriculture, medicine in- 
dustry. 

Available films are specifically 
listed for industry in a new bro- 
chure. It may be obtained on writ- 
ten request’ from Eneyelopaedia 
Britannica Films, Wilmette. Ill. 

E. J. Sperry Bakery Schools 
Ask Films on Baking Industry 
® Film producers and sponsors are 
being contacted by the E. J. Sperry 
BAKERY 
are requesting data on films which 


ScHoois, Chicago. who 


have a bearing upon the baking in- 
dustry and its products. Material is 
being solicited for inclusion in the 
regular curriculum of the schools, 
which include top management, 
production management pro- 
duction workers, sales management 
and supervision, route salesmen 
and other selling personnel. 
Subjects covered include baking 
production, safety in the factory 
and on the highways. selling and 
public relations. The school is also 
compiling a film bibliography to as- 
sist local bakeries in their own 
training programs. Address Lloyd 
R. Wolfe, managing director. E. J. 
Sperry Bakery Schools. 111 West 
Washington St.. Chicago 2. 

Contemporary Silversmithing Film 
Released by Handy & Harman 
* The Craft Service Department of 
Hanpy & Harman, New York City 
has announced the release of a new 
l6mm sound and color film Con- 
Silversmithing The 
Method. pri- 


marily for art education classes in 


temporary 
Stretching 


schools, the film shows step-by-step 
fabrication of a triangular sauce 
boat from a thick sheet of sterling 
silver. 

For terms of purchase or loan ad- 
dress the Craft Service Department, 
Handy & Harman, 82 Fulton St., 


New York 38, N. Y. 
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The ABC's of the 


NEW Beseler 
TEACHING AID 


toyou 
on request 


OPAQUE PROJECTION PRACTICES is a free service bulletin; a literary 
clearing-house of visual teaching practices in all grades and for all 
subjects. It discusses many applications of opaque projection to improving student 
interest and understanding. It is a medium of exchange, between classroom teachers, 
relating to specific usages of the opaque projector at all teaching levels. It is a 
continuing study of current information on the growing place and use of the 
opaque projector in modern visual education. Its frequent listing of free source 
material alone is invaluable to teachers with limited budgets. 


Fill out and mail the coupon below, and we shall gladly send you with 
our compliments the current issue of OPAQUE PROJECTION PRACTICES, and mail 
you regularly forthcoming issues. 


CHARLES COMPANY 


ser. teee 
60 Badger Avenue, Newark 8&8, NM. J. 
The World's Lorgest Manufacturer of Opaque Projection Equipment 


THE NEW 


VU-LYTE 


OPAQUE PROJECTOR 


Editor, O.P.P., Charles Beseler Co., 
60 Bodger Ave., Newark &, N. J. 
Please send me without charge the current issue of OPAQUE PROJECTION PRACTICES and put 
| me on your mailing list to receive forthcoming issues. 
| NAME 


SCHOOL TEACHING GRADE 


| ADDRESS (Heme or 


| city . ZONE STATE 
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Radiant Exhibits at Cologne 
recently exhibited its screens at the 
International Photographie Show 
Photokina 1952, held in Cologne, 
Germany, Photographic manufac 
turers and dealers from countries 
west of the iron curtain attended the 
show, which is the largest of its kind 


im the world 
Io increase the effectiveness of 
its exhibits, Radiant emploved as 


wsistants, linguists who spoke a 


total of seven foreign languages 
without difheulty 


day exhibition, ower 110.000 people 


During the nine 
visited the company's booths 

One feature of the M-foot display 
was the execution of all sales mes 
sages in the three most widely used 
languages: English, French, and 
German, Over 20.000) foreign lan 
guage folders, describing Radiant 
products, were distributed to inter 
ested photographic dealers, import 
ers and users from all over the 
world 

GoldE in New Chicago Plant 
Gotok Manuracrunine Co., man 
ufacturer of the Manumatice and 
Reflex projector, recently moved to 
larger quarters on Chicago's north 
side 

The new location provides for 


future expansion of the modern, 
single-floor building which houses 
the company's plant and general 
ofhees. The new address is 4888 N 
Clark St., Chicago 40 


Kodak Announces Staff Changes 

Announced recently were three 
changes in Eastman Kodak's sales 
organization. J. Winton Lemen has 
been named manager of the phote 
Kendrick OF Rich 
ardson, manager of the photofinish 


press division 


ing and school division: and Alvin 


Audio-Visual Trade Fare 


W.. Streitmatter, inanager of profes- 


sional photographic division Mr. 
Streitmatter will continue also as 
supervisor of the company's sales 
department studios and professional 
convention activities 

Church Promotion of Audio-Visual 
Grows as Projector Purchases Rise 
* Growing realization that a l6mm 
sound projector (and sound slide 
film projection as well) is an im 
portant part of church education 
and recreational programs was em 
phasized with the recent widespread 
interest in this medium shown at 
the International Churchman’s ex 
position held in Chicago's Conven 
tion Building and International 
Amphitheatre 


New church building projects let 


UNIFILMS UNIFILMS 


UNIFILMS UNIFILMS 


UNIFILMS 


UNIFILMS 


The Good Sultan might 
be holding any one of a 
dozen safety, sales training, 
or public relations films re 


UNIFILMS 


cently produced in our com- 


plete studios 


Anvone can see he's a 
stickler for quality. But most 
of all, he looks for creative 


UNIFILMS 


UNIFILMS 


UNIFILMS UNIFILMS 


UNIFILMS 


“Unifilms has captivated my captive audience!” 


UNIFILMS, INC. 


146 East 47th Street, New York 17, New York. MU 8-9325 
225 South 15th Street, Philadelphia 2, Pa. KI 5-8013 


* Society for the Prevention of Cruelty to Captive Audiences 


UNIFILMS 


in 1951 totaled nearly £300 million 
for 3,934 new buildings. There are 
265.834 churches in the United 
Mates with a total value of $5.234,- 
979.596. Including ministerial resi- 
dences, church schools, and homes 
the value is said to be in excess of 

billion dollars. Recent estimates 
have placed church ownership of 
l6imm sound projectors in excess of 
50.000 units 

Catholic Audio-Visual Educators 
will hold their first annual conven- 
tion at Chieago’s Hotel Sherman on 
August 45. Sponsored by the 
Epucator, trade publi- 
cation, the meetings will follow the 


CATHOLME 


annual convention of the National 
Audio-Visual Association and many 
of the same trade show exhibits will 
be held over for this purpose. 


UNIFILMS UNIFILMS 


SWIIdINN 


imagination, and quickly 
spots the difference between 
a film of routine interest and 
one which inspires action. 


That's why he, and more 
and more sponsors who know 
that only captivated audi- 
ences really respond to their 
story, are turning to: 


SWIIdINN 


UNIFILMS UNIFILMS 


SWITIZINN 


Editorial Note of Credit and 
Author's Acknowledgement 

The 
“Sereen Promotion of Ocean Trav- 


interesting feature article 
el” which described the film pro- 
gram of Moore-McOormack Lines 
in the preceding Issue 3 of Bust- 
NESS SCREEN should have been cred- 
ited to its author, Joseru C. Bow- 
MAN, Film Production Superv.sor 
of Moore-MeCormack. Similar con- 


“tributions from film executives in 


industry are invited and are fully 
credited where desired. 

Northwestern Film Rolls Along 
@ One hundred years of railroad 
progress is described in Song of 
the Pioneer, 16mm color and sound 
film distributed by Mopern Tatk- 
inc Prerure Service. The film was 
produced for the Chicago and North 
Western Railway by Witpine Pte- 
rurRE Propuctions, INc. 

First locomotive to operate out of 
Chicago and into the Western plains 
is pictured with its first crude 
coaches, sleeping car and diner. 

Song of the Pioneer is available 
on free loan from Modern at 145 
Rockefeller Plaza, New York 20 and 


other exchanges. 


March of Time to Begin Fall 
Series of Television Newscasts 
Under the sponsorship of the 
Mittek Brewing Company, the 
Marcu of Time will reappear on 
television with a half-hour news 
show that will mark a return to the 
well-known MOT format. Each week 
important people, places and events 
will be spotlighted while the familiar 
voice of Westbrook Van Voorhis 
outlines the news of the week. 
This television presentation is the 
third major co-venture of the March 
of Time and the Miller Brewing Co. 
It will appear for 26 weeks, begin- 
ning in October. The last time the 
two companies joined forces was in 
the production and sponsorship of 
Crusade in the Pacific. Fred Feld- 
kamp, director of Crusade, will also 
direct the new series. 


Jerry Fairbanks Begins Work on 
Film for National Cash Register 

* Production is now underway at 
the studios of JeRRY FAIRBANKS 
PRODUCTIONS on a special 30-minute 
motion picture for the National 
Cash Register Co. To be entitled 
The Magic Wheel, the film will be 
photographed in Technicolor for 
theatrical and commercial release 
with black and white prints made 
for television. 

Leo RosencraNs is preparing the 
original script, which will be used 
to show how big business contrib- 
utes to America’s culture. 
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was produced for the 


KAISER-FRAZER CORP. 


sSTuDIOS 


Div. OF ELECTROGRAPHIC CORP 
CHICAGO * 237 East Ontario Street 
NEW YORK ~ 225 Fourth Avenue 


HOLLYWOOD. (Sam Goldwyn Studios) 
1041 North Formosa 
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CBS Radio Previews Film 
On Meaning of Sounds 
Theres a new 15-minute 
color and sound vieualization 
of the meaning of sounds as 
they come up in network 
broadcasting. of the 
novel theme i COLUMBIA 
BROADCASTING SYSTEM: its 
colorful animated subyect em 
ploying @ semi ibetract treat 
ment produced by United Pro 
ductions of America West 
Coast filmmaker 


Atlas Film Corporation In 
Remodeling Program at Studio 
® Following the growing trend 
in business toward the univer 
sal vacation plan, ATLAS biLM 
Conronation s Oak Park, [lh 
nor. studios closed down trom 
June 27 to July 14 and a gen 
eral remodeling program was 
nomediately started 

\ sparkling clean studio and 
numerous technical unprove 
ments will greet studio work 
ers on their return, Labora 


tory facilities were included 


mothe sllowing 
for a pweneral tuneup \ 
ww camera 
has alee been added to the 


studios equipment within re 
ent weeks 
of closing, skeleton othee 


During the riod 


force mamtamed contact ta 
cilitves for customer service 

National A-V Selling Institute 
Enrollment Closing This Month 
® The fourth National Insti 
tute for Audio Visual Selling 
will take place at Indiana Ln 
versity Bloomington, Ind 
luly 2) 1952 
The institute is a pount project 
f the National Audio-Visual 
Audio 
Visual Center of Indiana Uni 


the 


versity 

Specialized courses will be 
offered in Business Manage 
rent Salesmanship Sales 
brary Operations. On success 
ful completion of the course 
the student will be awarded a 
certihecate 

Admission is open to NAVA 
members (dealer and 
sory) and their emplovees 

A brochure which deseribes 
all courses and gives detailed 
information regarding all as 
pects of the institute s pre 

obtained by 
writing to Mr. A. ¢ Rugg 


Bloom 


gram tay 


Indiana University 


ington, Ind 


FOR VICTOR 16MM SOUND PROJECTORS 
OLD OR NEW! 


FOR RECORDING VOICE OR MUSIC 
(OR BOTH) ON FILM... AT LOW COST! 
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If you own a Victor 16mm sound projector, you 
can easily enjoy recording voice or music (or 
both) on magnetic oxide coated film wirTHouT 
THE EXPENSE OF BUYING A NEW PROJECTOR! 
You can add sound to existing 16mm film, to 


WHAT A STORY FOR YOUR BUSINESS! 


new film, or you can enjoy both optical and 
magnetic sound on the same film. You can re- 
cord and play back immediately. Erase and re- 
record in one operation. And you're sure of 
unequalled sound fidelity, regardless of volume. 


UNLIMITED SALES AND TRAINING OPPORTUNITIES! 


Now you can slant your sales films to fit specific 
selling situations. Sound for these films can be 
easily revised as often as you wish. Personnel 
can be trained more efficiently by fitting nar- 
ration to specific groups. Small industrial or 
business organizations with limited budgets can 


now record voice, music and sound effects at 
minimum cost. Yes, Magnesound is the most 
important, yet inexpensive, development 

in current 16mm history! And it’s 
another Victor exclusive . . . for a more 
effective sales-training program! 


VIC TOR ANIMATOGRAPH CORPORATION 


DAVENPORT, IOWA Dept. 85-41 


New York @ Chicago © Distributors Throughout the World 
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General Motors’ Film Catalog 
Lists Four New Sound Films 

* General Motors 1952-1953 
motion picture catalog, issued 
recently, announces the addi- 
tion of four new subjects to 
its free loan library of forty- 
eight lomm sound films. 

Added to the GM library 
this year are Let's Get Out of 
the Muddle, an appraisal of 
the country’s highway prob- 
lems and what can be done to 
correct them, and Your Per- 
mit to Drive, emphasizing the 
privileges and responsibilities 
attached to a driver's license. 
Both films are in black and 
white. 

Color films added to the 
company's list are American 
Harvest, an inspirational and 
epic documentary of America 

its natural resources, fac- 
tories, and people (to be re- 
leased in Sept.), and Grand- 
ma Goes to School, portraying 
modern culinary arts. 

The film program itself con- 
tinues to attract large audi- 
ences. More than 14,000,000 
persons last year witnessed 
225,000 screenings. The two 
most popular older films con 
tinue to be Disney's The ABC 
of Hand Tools, | and I, in 
color, showing proper use of 
common hand tools, Last year 
these two films were shown 
more than 36,000 times to 
more than 2,000,000 persons. 


SMPTE Issues Bibliography of 
Technical Reprints Available 
* Outstanding articles or re- 
ports reprinted from the Jour- 
nal of the Society of Motion 
Picture and Television Engi- 
neers are listed in a concise 
bibliography being distributed 
by the society. Also included 
in’ the pamphlet are notes 
about) membership informa- 
tion, American Standards, and 
the Journal. 

All items are now available; 
some are free while others car- 
ry a nominal price tag. The 
pamphlet may be obtained by 
writing to the society at 4 
West 4th St.. New York 18. 

Lou Lilly Productions Formed 
by Former Fairbanks Chief 

* Formation of Lou Lilly Pro- 
ductions, new TV and com- 
mercial film producer, has 
been announced by the former 
head of the scenario depart- 
ment and production super- 
visor at Jerry Fairbanks, Ine. 
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Educators Cite Preference for 
Visval Aids on Nutrition 


© A recent study of the teaching 


nutrition in the publ schools 
by bly per ne hundred 
towns and cities throughout the 


country showed etrong preference 


for veual aule weordng to a re 
port just rele the (ereal 
tute 

pectures and) stripes 
rated hirst among all methods of get 
ting students interested in nutritien 
m grades one t “ik they were 


rated grades aver and 


as well as im junior high 
schools and high schools Appeal 
te stuchent- miterest themaech es 


was rated tiest these upper grack 


levels 


Bell & Howell Expands Magnetic 
Striping Service to Hollywood 


Recently 


pansion of Bert & mag 


announced was the ex 
netic film striping service to its 
Holly wood plant The 
Soundstripe process prepares 
filen for 
his 


able only from the ce: 


company's 
magnet und recording 
was previously avail 
main 
Chicago plant 

Bell A He 
method of 


coating te 


well« Soundstripe 


apply ing a magnets 
film was introduced this 


al-magnetic record 


vear at the same time its 
sound 202 
prepector was announced, Su gle 


perforated film striped alter 


processing, is then ready for the 
recording of magnet sound 
track. Votee and music are added 


as the tim is projected on the 


screen, The new system of record 
ing sound on film is regarded as 
economical and requires no spec ial 


equipment other than a magnetic 


ording propes tor 


Cost of Soundst ripe i per 
film foot for either full or hall 
track. Film mav be mailed to Bell 


& Howell at lo North 
Bally werd or lim Mit 
Road, Chicas 


k 


Werner Jannsen Productions 
Is Formed in Hollywood 
Another pore 


enter the 


wlucing company to 


is Wer 
tions, 
filed incorporation 
Neal is listed as 
Werner Janssen 


as Ve president and Sobev Mar 


Cahtornia scene 
JANSSEN 
which recently 
papers 
president-treasurer 


Stanley 


tin as president secretary The 


firm ipitalized at $150,000 
The recently completed 
the first 10 of a series of 100 4 


minute color films based on classi 


_ ON THE PRODUCTION LINE 


theatrical 
Stanley Neal 
Sobey Martin 


Janssen conducts his 


cal music for television, 
and educational use 
was the producer 
the director 
‘O-piece symphony orchestra and is 
in charge of all musical phases of 
the productions 
Nash Announces Lab Services 
Nasu 


has announced that it is now ready 


Coton Lanonatony, 
to make dupe negatives from Koda 
Ansco masters on East- 
This will 


on the new 


chrome or 
man color negative sto« k. 
make 
hastman 
without the 


prints available 


negative color process 
necessity of reshooting 
the originals 

is three 


Normal delivery service 


days. Price lists and detailed infor- 
additional serv 
iees may be obtained from 254 West 


St.. New York 19. 


mation regarding 


Sarra Producing Three Safety 
Training Films for Safety Council 


® Production of three new safety 
training films for the National Safe- 
tv Council is underway at Sarra. 
Inc., Chicago producers. The films, 
which will be 


l6mm 


produced both in 
and 35mm 
entitled: An 
{ecident Happens to Sam, 
Day for O'Grady, 
Sajety Target. 


motion picture 
slidehilm versions, are 
1 Gray 


and Pick Your 


industrial 
fn ident 
Happens to Sam will stress the need 


A portrayal of the 
nurse's slant on safety, 


for plant workers to get prompt and 
correct first aid care. The film also 
will depict the important role the 
industrial nurse plays in making the 
First Aid Dept. the soothing, com- 
forting place that it is. 

4 Gray Day for 


dramatize the high 


1 he ser ond film, 
O'Grady, will 


130,000 ATTENDANCE 
PER SHOWING 


of Sponsored Films on Television! 


Modern Talking Picture Service, 


Inc. recently certified 301 


television showings of sponsored motion pictures with a re- 
ported circulation of 46,285,993 televiewers. These films, deal- 
ing with subjects in the public interest, were shown by TV 
stations on a free, sustaining basis. 


A well-organized Television Division, distributing many of 
the popular dramatic film programs, as well as spot commercials 
for leading advertising agencies, enables Modern to maintain 
regular contact with all operating stations. 


For well-made business-sponsored films which have content 
material of special interest to large public audiences, this 


channel of circulation offers a unique opportunity. 


Modern's 


experience, nationwide facilities and specialized TV personnel 
provide a genuine service in this growing field for both sta- 


tions and sponsors. 


Let us preview your film and submit 


for TI 


recommendation 


release. 


MODERN TALKING PICTURE SERVICE, inc: 


45 Rockefeller Plaza - New York City 20 


IN PHILADELPHIA: 24: 


IN CHICAGO 4 
IN LOS ANGELES 


BUSINESS 


cost of accidents as seen through 
Woven 


the eves of a foreman 
around a series of human-interest 
events, the central theme of the film 
is that it takes time and money to 
prevent accidents, but it takes a lot 
more time and more money to have 
accidents. 

Pick Your Sajety 
film in the 
pealing cartoon treatment to visual- 


third 
will use an ap- 


Target, 


series, 


ize accident causes. It will present a 
tested, successful method of deter- 
mining the true causes behind acci- 
dents so that effective preventive ac- 
tion may then be taken. 

Helen A. Krupka of Sarra’s crea- 
tive staff wrote An Accident Hap- 
pens to Sam and A Gray Day for 
O'Grady. Wayne A. Langston, who 
wrote Pick Your Sajety Target, also 
will direct the series which will be 
photographed by Ray Mueller with 
artwork by George DeDecker. Glenn 
Griffin, NSC director of industrial 
training, will supervise for the Na- 
tional Safety Council. 

Crawley Making Investment Film 


wealth of resources and 


20-minute film on Canada’s 
industries 
is being produced for the Toronto 
Stock Exchange by Craw Ley Fitms 
Limitep. Using well-known radio 
actors, the film will demonstrate 
how Canada’s economic 
with 


It will give Canadians 


progress is 
closely connected investment 
in her future. 
a clear idea of the workings of a 
stock exchange and operations of a 
broker. It is expet ted the film will 
he ready for distribution by mid- 
summer, 

Caterpillar Film for Dealers 

* Part of a package program to 
help Tractor dealers 
to instruct their customers in en- 
is a new sound 
and color film entitled Downtime. 
The film takes an actual job situa- 
tion and shows how proper engine 


gine maintenance 


care would have prevented “down- 


time.” Including dealer service men 
facilities, the film 


gives instructions on keeping small 


and field service 


industrial engines, electric sets, and 
marine engines in top running con- 
dition. 


Zion Hospital Sponsors Film 

* A great hospital and medical cen- 
ter, the Mt. Zion Hospital of San 
Francisco, was recently covered in 
a new l6mm sound and color film 
entitled A Hospital 1s People. Pro- 
duced by Water A. Rivers & As- 
SOCIATES, the film stresses the im- 
portant part played by the ~ 
in Yellow.” voluntary workers who 
give freely of their time and effort 
to help the sick. In relating this 
story almost every phase of hospital 
activity is included. 


W omen 
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Cate & McGlone Make Recruiting 
Film for United Air Lines 

To attract young women to ca- 
reers in aviation, Unirep Air Lines 
has sponsored a sound and color 
film showing how girls are trained 
to become Mainliner stewardesses. 

Entitled Scotty Wins Her Wings, 
the 20-minute story was filmed at 
United's stewardess training school 
at Cheyenne, Wyo., with a cast of 
the airline's stewardesses. The title 
role is enacted by “Scotty” Sinclair, 
supported by Sylvia Montgomery. 
John Kennedy, radio and television 
announcer, 1s narrator. 

Scotty . . . was produced by Ted 
Cate and Ed MeGlone of Hollywood, 
whose previous films for United in- 
clude the prize-winning High-Way 
to Hawaii and United 6534. Bernard 
Kovnat, manager of display and 
promotional advertising, supervised 
production for United. 

Prints may be obtained on free 
loan from the airline's personnel 
ofhiees at New York, Chicago, Den- 
ver. Los Angeles, San Francisco. 
and Seattle. 

Sarra Announces Opening of 
Special TV Film Laboratory 
Opening of a modern pro- 
cessing laboratory to supply “Vide- 
O-riginal” prints of TV commer- 
cials is announced by VALENTINO 
SARRA, president of Sarna, INC., film 
producers with studios in New York 
and Chicago. The new laboratory 
is believed to be the nation’s first 
built by a film producer for the 
specific processing of TV film pro- 
ductions. 

Opening of the new laboratory 
gives complete control of quality 
from camera to finished prints-—to 
Sarra, which has produced 
such TV Lucky Strike’s 
“marching cigarettes” and the Hit 
Parade 


films as 


award- 
winning commercials for Armour, 
Swift, Gold Seal, Glass Wax. Uni- 
versal Gas Range, Mystik Tape and 
Grennan, 
other TV advertisers including 
Sunoco, Phileo, Stopette, Ballantine, 
Ipana, Elgin, Studebaker, 


program opener, 


and films for scores of 


and 
others, 

The laboratory 
pecially for the 
prints, 


is designed es 
making of TV 
pointed out. Each 
print will receive individual atten- 
tion “all along the way.” 

* 
TV Film Production in Brooklyn 


® Space and equipment for the pro- 


Sarra 


duction of films for television are 
now available in downtown Brook- 
lvn from SounpvieEw Stupios, 20 
Flatbush Avenue. Telephone num- 
ber is STerling 9-2450. 
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Make Sure Your Projector Dollars 
Buy These Important Benefits! 


LIGHT AND EASY TO CARRY! 


The Ampro Stylist 16mm Sound Pro- 


jector weighs only 29 Ibs. complete 
with self-contained 8” speaker—a 
woman can carry it anywhere. 


FULL HOUR MOVIE SHOWINGS! 
Sit back and relax to full hour movie 
showings with the Ampro Stylist— 
no jumping up and down to change 
reels .. . Or to interrupt continuity 
of movies! 


AMPRO 


16mm SOUND PROJECTOR 


SIMPLE TO THREAD AND RUN! 
Anyone can set-up, thread and run 
the Ampro Stylist Projector after a 
few simple instructions . . . and reel 
arms are permanently attached. Pat- 
ented film cradle pampers film, too! 


SWISS-LIKE PRECISION, HIGHEST QUALITY! 
Precision craftsmanship reflecting 20 
years’ experience insures whisper-soft 
operation . . . ends service worries. 
See and hear it demonstrated now! 


2835 No Western Avenue 
Chicago 18, Ill, 


(A General Precision Equip. Corp. Subsidiary) 
| 2835 N. Western Ave., Chicage 18, Iilinois 


| Rush FREE literature on amazing Ampro Stylist Projector! 


THEATRE-QUALITY PICTURES AND SOUND 
Compare the Ampro Stylist Pr@& 
jector for sharp, brilliant yee 
and regular “movie house” soun 
You'll be amazed at its professional 
performance! 


AMPRO Stylist lomm SOUND PROJECTOR 
gives you all five and then somel 
Compare the Stylist feature for feature 
ollar for dollar with all others 
before you buy. Call your dealer! 


$399 


AIL COUPON NOW! 


856-62 


FOR BETTER SHOWS USE “THE AUDIO-VISUAL PROJECTIONISTS HANDBOOK” 


® Many large LU. S. 


Audio-Visual Projectionist’s 


business firms now use the 
Handbook to 


employee projectionists. This graphic, illustrated 


train 


manual contains step-by-step lessons on good show- 
manship; sells at only $1.00 per copy, postpaid. 
Order today from Business Screen, Chicago 26. 


LA 
City... Zone State ‘ 
Comeres and Projectors Sound-on-film Slide Projectors *Tape Recorders 


In theS Gar 


Fuel Knock Fundamentals Seen 
in Ethy! Corporation Picture 
The 


knock are 


fuel 


hows and whys’ of 


studied in «a new 
sound him recently released by the 


Available to 


techn 


Compomation 


oil and automotive-industry 
cal personnel, Fundamentals of Fuel 
Anoct | yr 
ombustion research projpect which 
bthyl is sponsoring at the Sloan 
Laboratories of Massachusetts In 
stitute of Technology 

has established a 


mnection between k 


ogress report on oa 


Vast research 
definite 


cal reactions 


take 


known as the 


mobustion and 
which place im 
what is technically 
end-pas In a spark ignition en 
gue, 


tion of the 


end gas is defined as the por 
fuelair mixture which 


of the 


travels across the combustion cham 


ber, bind-gas reactions occur 


in an 
even shorter period of time than 
omplete combustion, which itsell 
takes place in a fraction of a se 


at is 


these ex 


ond, The current work 
concentrated on 
brief, but 


tremely very important 


end gas reactions 


New Research Device Used 


To aid them in this new phase of 
knock research, the 


have piece al 


men at 
utilized an unusual 
equipment known as the Rapid Con 


Mac hine 


and 


pression teans «of 


driving pistons, the 


machine squeezes the fuelair mix 
ture until its temperature and pres 
appre ot end ua 


Spark ignition is not used in the 


sure these 


Process, so the entire mixture may 
end-gas, and is 
Thus, with the 


Rapid Compression Machine is 


considered as 
studied as such 
possible to gather information which 
is unobtainable with a conventional 
engine 

wd of each test 


a special high speed 


permanent ree 
made by 
camera through a quarts window in 
one end of the machine \l 
ef TO 


a rate 
frames pet second, it 
photographs the combustion reac 


take 


us they 


place The new 
hin contams sequences [rom a num 
ber of tests, showing these split 


second reactions in “slow motion 


Test Findings Explained 
Findings of the 
trated in the film 
high antiknock « 


pressure-time measure 


tests are illus 
When fuels of 
yuality were tested 


nits re veale d 


MM 


PARADE 


NEWS ABOUT FILMS AND 
a relatively long delay period, fol- 

lowed by a gradual rise in pressure 

as burning of the end-gas pro 
gressed. Fuels with poor resistance 
to knock exhibited a short delay pe 
riod, followed by a 


more abrupt 


pressure rise. Tetraethyl lead, it 
was noted, softened the explosion by 
causing fore of the end-gas to burn 
slowly, leaving less of it to burn 
rapidly enough to cause knock. 
Copies of Fundamentals of Fuel 
Anock are from the 


paoy's regional offices at New York, 


available com 


Pulsa and Los Angeles 
History of Stainless Recounted 
in Republic Steel Color Picture 
Sreer Corp. is the 


Chicago, 


PRODUCTION TECHNIQUES 
l6mm sound 
and color film which recounts the 
historv of 


sponsor of a recent 


shiniest 
of Stain- 


steel's 
The Story 
less shows what happens when in- 


one of 


achievements. 


ventive genius is combined with the 
organizing power of modern indus- 
try. Result: a new product like stain- 
less steel 

The film begins with the efforts of 
a young metallurgist to find a stee! 
that would resist corrosion and ends 
with sequences of stainless railway 
trains roaring across the country. 
It’s a success story, pure and simple, 
measured in terms of new jobs, new 
consumer benefits and human prog- 
ress. Wilding Picture Productions is 


the producer; distributed by Ideal. 


SOUND 


Sruce 


FRENES 


1909 BUTTONWOOD STREET + PHILA. 30, PA. 
Rittennouse 6-1686 


DProducers Yine 


D, 


35 MM-16 MM-COLOR-BLACK & WHITE 


SYSTEM 
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Movers PACKAGING methe 
cally shown in this International Co. tlm 


nis are graph 


Proper Packaging Cuts Costs— 

New Film Shows How It's Done 

® INTERNATIONAL STAPLE AND Ma- 
cuine Co., of Herrin, ILL, manufae- 
turer of industrial stapling equip- 
ment, recently released a l6mm 
sound film which explains the prin- 
ciple of the retractable anvil stapling 
Produced by KLING Stu- 
Package jor Profit 
shows how the machine drives and 


machine. 
pos, Chicago, 


clinches staples to close corrugated 
or fibre boxes. 

A series of scenes shows actual 
anvil 


installations of retractable 


stapling equipment and explains 
how many different manufacturers 
are using the equipment to close 
center slotted, partial overlap, full 
overlap, and teles« ope cartons. One 
fact stressed: users of the equipment 
have substantially cut packaging 
costs as a result of time savings, in- 
creased labor efliciency, conserved 
floor space, and reduced losses from 
damage during shipment. 

Close-ups are shown of boxes be- 
ing closed from the outside after 
they are filled, both top and bottom 
Also ex- 


plained are the automatic centering 


being closed automatically. 


device and the floating roller, and 
how they automatically function to 
accommodate boxes of varying or 
mixed sizes. 

Prints are available on free-loan 
from International Staple and Ma- 
chine Co., 801 East Herrin St.. Her- 


rin, Ill. 


Shenandoah Valley's Scenic Story 

Told in Beeland Color Film 

* Shenandoah Valley landmarks 
as the natural bridge, skyline drive, 
Monticello, and Spotswood's Monu- 
ment are shown in a l6mm sound 
and color film recently produced by 
Cuartes D. Co., Atlanta. 
Entitled Daughter of the Stars, the 
24-minute available for 
screenings without charge except 
transportation. 


film is 
Loans be ar- 
ranged through Shenandoah Valley, 
Inc., Stonewall Jackson Hotel, 
Staunton, Va. 


may 
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National Cotton Council Shows 


Style Trends for '52 on Screen 
® Women’s style trends for 1952 
are presented in an 80-frame 35mm 
silent filmstrip entitled The Maid of 
Cotton, which features the 65,000 
mile tour made by Patricia Ann 
Mullarkey, Southern Methodist Uni- 
versity coed who won the I4th an- 
nual “Maid of Cotton” contest. 
The young 
wardrobe. 


lady's 42 costume 
created by American 
and Parisian designers, is featured 
in the film along with a 15-piece 
pattern wardrobe of costumes de- 
signed for home sewing. 

A mimeographed commentary ac- 
companies this free filmstrip. Prints 
are available to schools, etc. on re- 
quest from the Nationa Corron 
Counen., 271 Church St., New York 
13. New York. 


Supervisory Film Lists Seven 

Rules for Smooth Human Relations 
® Seven rules for improving the 
ability to handle others are covered 
in a new 16mm sound film entitled 
Let's Be Human. One hundred se- 
quences of simplified animation are 
used to illustrate positive and nega- 
tive aspects of supervisory relation- 
ships . 

Rules specifically dealt with in- 
clude perfecting one’s self-control. 
appreciation and praise, stressing 
of rewards and avoiding of pun- 
ishments, consideration of one’s 
interests, the ability to listen, and 
to explain thoroughly. 

Offered for direct sale only, price 
ot the film is $90. Further informa- 
tion may be obtained from BE V A, 
the producer and distributor, 104 
West 16th St.. New York 23. 


Advision Associates Produces 
Film for Washington College 


* Another school to make use of 


NOW AVAILABLE 
WRITER - PRODUCER 
DIRECTOR 


(Films & TV Commercials) 
10 years experience with minute- 
movies, slide films and TV commer- 
cials for studios, advertising agen- 
cies and networks. Also some longer 
stuff (sales & training films). For- 
mer Broadway stage director and 
playwright. Presently writer-pro- 
ducer for medium Chicego adver- 
tising agency. Will leave here if 
and when offered an “opportunity 
job” which presents a real challenge 
to my talents. Age 33. College 
graduate. Veteran. 


Box SA 
BUSINESS SCREEN 
7064 Sheridan Road 
Chicago 26, Illinois 
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the motion picture as a promotional 
medium is the Washington Mission- 
ary College, Takoma Park 12, 
Marviand. ADVISION ASSOCIATES 
Inc., of Akron, Ohio, was the pro- 
ducer. 

material includes 
of Washington, 


home of the college, with scenes of 


Introductory 
airviews 


the campus and adjoining areas. 
Cameramen worked for two weeks 
with J. Leonard Taylor, executive 
director of Advision Associates, in 
filming students and teachers in 
class and engaged in extra-curricu- 


lar activities. College industries 


such as the mill, press, laundry, as _ 


well as the campus radio station 
AFT were also covered. 

Dephoure Studios Produces 
Bowling Film for Stowe-Woodward 
Srowe-Woopwarp, manu- 
facturers of the well-known line of 
Ebonite bowling balls, is the spon- 
sor of a new 15-minute sound and 
color film entitled Sport of Sports 
Show. Produced by Depnoure Stvu- 
pios, Boston, Mass., the film features 
Lee Jouglard, the ABC singles ree- 
ord holder for 1951, and Bill Shaul. 
the “Old Professor” of bowling. 

Thirty-five prints have been made 
by the Dephoure Studios on the 
new Ansco color film. Prints are 
being distributed through the office 


of George Stafford, Advertising 
Manager. Stowe-Woodward, Inc. 


Murphy-Lillis Makes Agriculture 
Film for New Holland Machine Co. 
* To point up the important role 
grass plays in modern agriculture. 
New Macnine Co., is the 
sponsor of a sound and color film 
entitled Green Promise. Produced 
by Murpny-Lituts, New York City, 
the film’s distribution to farm 
groups is now being actively pro- 
moted by New Holland’s salesmen 
and dealers. 

Four main points emerge from a 
screening of the film, 1) Grass pro- 
tects the land; 2) it increases the 
yields of rotated crops; 3) more 
livestock feeding value per acre is 
obtained with use of grass: and 4) 
grass is easily mechanized. 

Acting in the film are farmers 
who have learned the value of grass- 
land farming and scientists and ed- 
ucators who have pioneered in the 
development of soil conservation. 
Dr. Hugh Bennett, former chief of 
the U.S. Soil Conservation Service, 
appears in the film as well as other 
prominent agricultural leaders. 

Any New Holland dealer can ar- 
range a screening of Green Promise. 
Detailed information may be ob- 
tained from the New Holland Ma- 
chine Co., New Holland, Penn. 
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URICON 
ALLIGATORS 


in Warner Bros.— 


“Land of the Trembling Earth” 


AURICON-PRO 16mm CAMERA 


used by Ted and Vincent Saizis in Okefenokee ‘gator cou 


Processed in 35mm Technicolor, and now being released 
by Warner Bros., is the dramatic picture-story, “Land of 
the Trembling Earth,” the only authentic 16mm color pic- 
ture ever filmed in the dark interior of Southeast Georgia's 
Okefenokee Swamp! This is a saga of raw courage... 
picturing the daring of two cameramen, Ted and Vincent 
Saizis (Chicago Local #666 |.A.T.S.E.), and The Naturalist 
and Wild Life Director of Okefenokee Swamp Park, David 
DaLie, as they penetrated this unexplored section of the 
United States, using an Auricon-Pro 16mm Camera. They 
recorded such amazing sights as huge attacking alligators 
...@ maddened mother bear...swamp snakes in natural 
habitat... as well as the experiences of men continually 
facing death... set against the awesome brutality of one 
of the world’s wildest areas! Watch for this unusual short 
subject at your neighborhood theatre. It will soon be 
shown to millions of movie-goers, thanks to the courage 
of three adventurers and the dependable operation of the 
Auricon-Pro Camera. 


BERNDT-BACH, INC. 


7387 BEVERLY BLVD., LOS ANGELES 36, CALIF. 


Write today for free illustrated 
literature sbout the ‘‘Auricon- 
Pro.” $1310.00 (and up) with 
W day money-back guarantee. 
You must be satisfied. 


“ 
‘ 
a Py 
‘ 


sanna’s 


wins creative award honor 


Scenario Supervisor at Sarra 
Receives National Ad Award 
® bor the sece 
Heres A. 
staff of 


md consecutive year 
of the 


produr ers 


creative 


has been named in the Erma Proetz 


swards for the most outstanding 


creative advertising produced by 
woren Miss Krupka su 
pervisor for Sarra 

She is one of 14 women in the 
(2s. and Canada to be selected for 
the 1952 honors by the Women’s 
Advertising Club of St. Louis, which 
mmmounced the awards at the St 
Louis Exhibit of Advertising earlier 
this nnonth, Miss Krupka was named 
for her 


merctals 


work in creating TV com 
on film. She was judged on 
the baer of three series produced 


for national sponsors Universal 
Lanolin Plus Cosmetics, 


and O-CeLO Sponges 


Gas Range 


Wilding Names Robt. L. McMillan 
Head of Cincinnati Office 

recently announced the 


of 


apporotment 
Me MILLAN as mana 
ger of their Cincinnati branch ofhee 


Mr. MeMillan comes to Wilding 


from ANSCO. where for eight 
vears he was manager of their 
southeastern district othee 
Gilliam in New Location 
® Tue Rooxey Holly 


woud producer of industrial films, 
has moved its executive 
O57 No 
wood 46 


othees lo 
La Cienega Blyd., Holly 
Gould Joins Lawrence Productions 
Waity 


ducer with the 


formerly a pro 


American Broadcast 


ing Co. recently pouned the staff of 
Konenr Lawrence Propucrions, 
Inc. New York City, as producer 


md account executive Mr. Gould 
has been a writer with Walt Disney 
and has 


produced feature films in 


association with the late Harry 
Langdon, His most recent experi 


ence has been in the production of 


television film commercials 


Leon Rhodes, E. A. Davies Named 
in De Frenes’ New Staff Lineup 
® Announced recently by Tue De 
Co., business film producer 
of Philadelphia, were two changes 
nm personnel made to meet the com- 
pany's developing production plans 
Leon Ruoves, 
De Frenes 


of animation in 1950, has been ap- 


who joined the 


organization as director 


pointed production manager to di- 
rect an increased production sched 
ule. Mr. Rhodes, 
sociated with Loucks and Norling 
Studios and other New York pro 
194), has done seript 


writing, directing and animation for 


who has heen as- 


duc ers since 


PEOPLE WHO MAKE PICTURES 


Navy 


cial chents 


the LUS and many commer- 


A. Davies, former man- 
ager of Philadelphia radio station 
WIP and recently 


tative for the Princeton Film Center, 


a sales represen- 


will operate from the producer's new 
sales office in Room 505, Presser 

1714 Chestnut St.. Phila- 
acting also as liaison be- 
DeFrenes and 


Building. 
delphia, 
tween commercial 
clients 

Continued physical improvements 
during the several decades of opera- 
tions have won national and inter- 
national film awards for this Eastern 
film company, including the Venice 
silver medal 


| 


16S WEST 44yh STREET, NEW YORK 36.N.Y.+ 959 SEWARD ST. HOLLYWOOD 28, CALIF 


BUSINESS 


MERRILL SWEETMAN 


Merrill Sweetman Named Chief of 

Transfilm's Slidefilm Department 

* To meet a stepped-up demand 
for sales training films from pro- 
TRANs- 
FILM INCORPORATED has reorganized 
and expanded its slidefilm depart- 
ment. MERRILL SWEETMAN has been 
appointed manager of the new op- 
eration, 


duc ers of consumer goods, 


In addition to supervision 
of production, he will be available 
for assistance to clients for plans. 

Mr. Sweetman has a background 
of 25 years in the commercial film 
business, fourteen of which were 
spent at Jam Handy as film account 
executive for Chevrolet, Frigidaire, 
and National Cash Register. He 
also spent three years as president 
of Sweetman Productions in Bridge- 
port, Conn. 


Medigraphics Names Julius Weber 
Director of Medical Photography 

® Juris Weser, chief of the de- 
partment of Photo Research, Beth 
Israel Hospital, N. Y., since 1949, 
has been appointed director of med- 
ical photography of Mepicrapuics 
Inc, 

Previously the head of photogra- 
phy at Columbia-Presbyterian Med- 
ical Center for ten vears, Mr. Weber 
retains an affiliation with the U.S. 
Army Chemical Corps and the U.S. 
Navy Hospital at St. Albans, L. 1. as 
photographie consultant. 

Mr. Weber is the author of arti- 
cles on medical photography and 
photomicrography and has contrib- 
uted chapters on photomicrography 
in the Graflex publication and pro- 
fessional journals. 

At the present time, Mr. Weber is 
editor of the Journal, New York 
Section, Technical Division, of the 
Photographic Society of America. 
He is a Fellow of the New York 
Microscopical Society and is an As- 
sociate of the Photographic Society 
of America, and a member of the 
Biological Photographic Associa- 
tion, the Society of Photographic 
Engineers and the Royal Photo- 
graphic Society of Great Britain. 


SCREEN MAGAZINE 


ATTENTION: Sponsors, Producers, Distributors: 
3 | How to keep your films safe from 
“ 
| “Tacky” aa“Scratchy” 
4 
4 
4 L | 
| 
é LESS —treated prints are: 
moisture-stabilixed— not “green” or brittle 
toughened— to resist scratches and wear 
50 


Civil Defense Film Chief Moves 
to Air Force Post; Radford Named 
® Howarp R. H. Jounson, chief of 
the Motion Picture Branch, Public 
Affairs Office, Federal Civil De- 
fense Administration, has resigned, 
effective July 31, to become deputy 
for motion picture production of 
the new U.S. Air Force Photo- 
graphic Center, Philadelphia, Pa. 

Rooney Raprorp, now assistant 
chief to FCDA motion picture 
branch, succeeds Mr. Johnson as 
chief. He has had wide experience 
as producer and director of motion 
pictures for the government, schools 
and private business. A training 
film he directed for the Navy won 
a gold medal award at the 1951 In- 
ternational Exhibition of Cinema- 
tographic Art, Venice, Italy. 

Mr. Johnson was a producer and 
director for the U.S. Navy Photo- 
graphic Center, Washington, D. C., 
before joining the FCDA in Febru- 
ary, 1951. Films he produced for 
the Navy during this time won two 
awards at the Venice International 
Exhibitions. 

During the past year, the FCDA 
motion picture branch has pro- 
duced, at no cost to the govern- 
ment, such official civil defense 
films as Survival Under Atomic At- 
tack, narrated by Edward R. Mur- 
row, CBS commentator, and Duck 
and Cover, featuring Bert. The 
Turtle, for use in schools. Survival 
has sold more than 4,000 copies. 


Frigidaire Home Economics Director 
Discusses Visual Aids Advantages 
* Visual aids, their values, appli- 
cation and results, were recently 
discussed by VeRNa MiLier, di- 
rector of home economics for the 
Frigidaire Division of GeNeRAL 
Motors. Miss Miller's talk was 
given before the Chicago Electrical 
Women’s Round Table Workshop. 

Visual aids at Frigidaire take 
many forms. A sales meeting, it was 
pointed out, could well illustrate 
the effective use of the following: 
an announcement motion picture 
featuring a new product; a selling 
motion picture that is dressed with 
entertainment values; a sales train- 
ing slide film with sound; a skit de- 
signed to stimulate constructive 


THE ONLY 
GUARANTEED 
SCRATCH 
REMOVAL 
PROCESS! 
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RAPID FILM TECHNIQUE INC, © 21 West 46th St., New York 36, N. Y. 


thinking: songs for group singing 
by the audience of sales people; 
turnover charts; blow-ups; three- 
dimensional and rear projection: 
recording and amplifiers; charts 
and graphs. 

In discussing the differences be- 
tween the motion picture and the 
slidefilm Miss Miller pointed out 
that American industry has been 
making effective use of the slidefilm 
for at least 30 years whereas the 
schools’ use of slidefilms, with and 
without sound, dates back to com- 
paratively recent times. 


Recent Safety Films in the News 

The INTERNATIONAL Co. re- 
cently learned that its film, One 
Ounce of Safety, is being shown to 
audiences in Sweden. Arrangements 
are now being completed to make 
a Swedish version of the safety-shoe 
film. It was originally produced by 
Sarra, Inc. 

Two other Sarra films, What's 
Your Safety 1Q? and Freight Hand- 
ling, produced for the National 
Safety Council, were recently of- 
fered to TV viewers through tele- 
casts in such cities as New York, 
Chicago, Washington, and Detroit. 


Move to Larger Quarters FCA's 

First Step in Expansion Program 

* As another step in its plan for 
expansion, the Firm Counci. oF 
AmMerICcA has moved its offices to 
600 Davis Street, Evanston, Il. Ade- 
quate space is now available to be- 
gin the proposed experimental film- 
discussion program and the en- 
larged publications program which 
will include the preparation and 
distribution of discussion leader 
guides, booklets and pamphlets. 

Another project set up for the 
near future is the preview center, 
designed to bring about better utili- 
zation of film materials now avail- 
able, through simplifying methods 
of distribution, and bringing films 
closer to a greater segment of every 
community, 

The FCA is now collecting, se- 
lecting, and forwarding all Ameri- 
can film entries to the Edinburgh 
and Venice Film Festivals. Over 60 
films have been received from all 
parts of the country. 


Don't fool cround with half-way 
measures. Rapid Film Technique 
will take that''rain” out of your film. 
For over a decade, leaders in scratch 
removol, preservation, and rejuvena- 
tion of old and new film. 

lémm, 35mm, Originals, Koda- 
chromes, Negotives, ond Prints. For 
full information write for Booklet BS. 


GREAT MOTION PICTURES ARE PROCESSED BY PATHE 


Producer Edmund Grainger says: 


“Vy pictures must be 
perfect. I insist upon labora- 
tory work by Pathe?’ 


Producer Edmund Grainger protects his 
investments and reputation by making 
certain that the quality of the laboratory 
work on his films matches the high 
quality of their creative ingredients. 


Edin i Grainger’s latest picture 
is rean Story,” released through 
RKO. It was processed by Pathé Labs. 


Both New York and Hollyw 1 Have Complete Pathé Laboratory Facilities 


75MM 1oum COLOR AND WHITE 


“WORD OF HONOR” 


A dramatic driving safety motion picture sponsored by 
Kaiser-Frazer Corporation now joins the list of recent 


outstanding films written by Bruce Henry . . 


“BY JUPITER” 
“LAST DATE” 
“ONE WHO PAUSED” 
“WONDER OF A MINUTE” 


BRUCE HENRY 


1416 North Wells Street Chicago 10, Illinois 


Scripts for motion pictures, slidefilms and television presentations. 
Over sixty leading industrial clients as reference. Inquiries invited 


from both producers and users of the media. 
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NeW PRODUCTS 


AUDIO-VISUAL EQUIPMENT FOR PRODUCTION & PROJECTION 


New Animated Billboard Projector 
Delivers Mass Audience Program 

® Animated color advertising, 


operate and 


ible from a city away and 


extremely simple te 
maintain, is apparently achieved by 
what the Compasy, Chi 
‘ago Animated Bill Board 


Advertising Projector 


calls its 


Said to be an improvement over 
previous attempts in this field, the 
Fowler unit delivers from LOO to 
1M) fret of advertising on a rear 
projection sereen (or wall) with II 
individual messages or more in its 
continuous program. Viewing time 
is set at approximately 20-seconds 
each. A clock face interrupts each 
ad slide, giving the correct time and 


also showing a sponsor's trademark 

Made for outdoor or indoor dis 
play use, the machines are made to 
withstand a wide variation of tem 
ratures Advertisers who have 
used similar devices have been ham 
pered by mechanical failure: most 
of these have been met and over. 
come by the Fowler mechanism. 
Pulling power is no problem. In 


passersby to such an extent that 


fact these machines get 


their placement has to be carefully 
regulated to avoid trafhe congestion 

For details call or write the 
Fowler Company, 1432 North Or 
leans Street, Chicago, Hl 


Eastman Kodak Inaugurates Striping 
Service for Magnetic Projection 
© A magnetic sound track striping 
service for single-perforated proces- 
sed Kodak l6mm film was an- 
nounced recently by the EastTMAN 
Kopak Co. It will be known as 
Kovpak SoONOTRACK CoaTING 

The new coating will be applied 
to either Koda- 
Kodak 


film in accordance with the stand- 


single perforated 
chrome or black-and-white 
ards proposed by the Society of 
Motion Picture and Television Engi- 
The track will always be ap- 
plied to the side of the film toward 
the projector lamp. The new coat- 


heers 


ing can be applied to film taken 


either at sound or silent camera 
speeds. 

Kodak Sonotrack Coating will be 
available in two widths, the company 
announced, Single-perforated Lomm 
films having no optical track will 
be Sonotrack coated the full width 
of the track area. Sixteen millimeter 
films which already have an optical 
track unless the owner desires that 
full width track be applied. 

Films which are double-perfo- 
rated must be duplicated on single- 
perforated film before the mag- 
netic sound track can be applied. 
Kodak indicated, however, that if 
sufficient demand for a magnetic 
coating service on double-perforated 
lomm film develops, it expects to 
extend Sonotrack Coating service to 
this type of film, 

The charge for Kodak Sonotrack 
service will be 3's cents per foot 
with a minimum order charge of 
$10. The service may be ordered 
through any Kodak dealer. 
Dura-Decor Fabric Suggested for 
Fire-Resistant Preview Rooms 
® One of the many new “miracle” 
fabrics that may be of interest to 
film users is Dura-Decor, a new 
fire-resistant material that will not 
ora k, peel or harden. Now used as 
audio-visual curtains in a Chicago 
high school, the cloth is decorative 
when open and functional when 
closed for room darkening. 

The fabric is made of Fiberglas 
reinforeing cloth which is woven of 
pliable, inorganic glass threads. 
The Fiberglas cloth is then coated 
by a special process with a synthetic 
plastic resin 

Further information may be ob- 
tained by writing the manufacturer. 


Duracote Corp., Ravenna, Ohio. 


Sylvania Electric to Make High 
Intensity Point-Source Lamps 

® Exvecrrie Propucts, 
Inc., will begin to manufacture un- 
der a licensing agreement two high- 
intensity point-source lamps which 
were developed by Western Union 
engineers, it was recently an- 
nounced. 

One lamp, called the ConcENTRAT- 
ep Arc Lamp, has as its light source 
a film of molten zirconium metal at 
the end of a small tube packed with 
zirconium oxide. This molten film 
radiates relatively little heat but the 
lamp has over ten times the bright- 
ordinary tungsten 
Color temperature is constant at 
3200 degrees, regardless of line 
voltage variation. The lamp employs 


ness of types. 


a conventional glass envelope, and 
will be made in sizes ranging from 
two watts to 300 watts. 

The other lamp, called the Tet- 
COARC, operates in open air without 
a glass bulb. It employs two zir- 
conium oxide electrodes, which ‘al- 
ternate as cathodes when used with 
alternating current. Color tempera- 
ture is 3600 degrees K. 

Both lamps are expected to be 
widely used in the fields of projec- 
tion, graphic arts, flood and spot 
lighting and search lights, and pos- 
sibly in the projection of scenic 
backdrops in television. Sylvania’s 
photolamp division will handle dis- 
tribution and application engineer- 
ing 

New Continuous Film Reel Fits 
Standard Sound Projector Models 
® To meet the need for a compara- 
tively simple and dependable con- 
tinuous film operation attachment, 
enabling film users to project for 
window displays, exhibits, ete. with- 
out breakdowns and film damage, a 
Michigan firm has perfected the 
Crvematic (called the Holme-Shaw 
Continuous Film Reel) available 
with fittings designed to fit it to 
most standard l6mm sound projec- 
tors, 

Buscu Firm & Eguirpment Com. 
PANY, Saginaw, Michigan is the 
manufacturer: technical details in- 
clude its 500-feet magazine capacity 
(15 minutes of 16mm sound film) ; 
interchangeable disks for quick 
change of film programs; horizontal 
operation which minimizes tension. 
Prices and other details can be ob- 
request to the 


tained on written 
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Cinematic Unit on DeVry “Saper™ 16 


maker at 27 Jarvis Yawkey Court in 
Saginaw, Mich. 


Portable Power Amplifier Introduced 
* A new portable power amplifier 
and speaker was introduced recently 
by TapeMaster, Inc., of Chicago. 
Designated Model SA-13, the new 
unit was designed as a companion 
to Model PT-125, TapeMaster tape 
recorder. It combines in one port- 
able unit a accordion 
type floating cone speaker with a 
new advanced amplifier design. 

The following features are incor- 
porated into the new model: 

Amplifier response is within 1 db 
30-15,000 cps. Total distortion at 
5 watts output less than 1°. Peak 
output 8 watts. Power character- 
istics at 5 watts within 3 db 30- 
15,000 eps. Regulation within 1 db. 
Damping factor of 10. Internal im- 
pedance at 8 ohm output less than 
1 ohm. Hum and noise inaudible 
at normal listening level. “Off-On” 
switch-volume control. Pilot light 
“On” indicator. Size is 12” x 914” 
x 1814” high. 

The TapeMaster Model SA-13 
power amplifier and speaker, com- 
plete in carrying case covered with 
waterproof leatherette, is priced at 
$79.50 net. For further information 
write for bulletin no. 102 to Tape- 
Master, Inc.. 13 West Hubbard St.. 
Chicago 10. 


new 71.” 


THE MIGHTY MIDGET 


Vierorurre’s new model” 
overhead projector is small, com- 
pact, but has a 3” x5” projection 
area 


“midget 
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$2 Million Air Force Contract 

to Bell & Howell for Projectors 

® U. S. Air Force contracts total- 
ing $2 million for the manufacture 
of a new l6mm sound motion pic- 
ture projector were recently an- 
nounced to have been awarded 
to Bell & Howell. The unit, 
known as the Mil D-4, was de- 
signed by the company’s engineers 
to meet Joint Army-Navy (JAN) 
performance specifications. 

A “package” construction has 
been incorporated to make possible 
field servicing without delicate in- 
struments or factory trained person- 
nel. Each of the major components, 
such as the motor assembly, sound 
amplifier and optical system, is de- 
signed and built as an individual 
“package” or unit. Servicing is ac- 
complished by detaching an entire 
“package” and replacing it with a 
new one. 

All metal parts of the D-4 are of 
stainless steel or have corrosion-re- 
sistant finishes for use in tropical or 
arctic climates. The fiberglas carry- 
ing case is waterproof, corrosion re- 
sistant and light in weight. 

Bell & Howell's current backlog 
of government business is approx- 
imately $16 million. Since January 
Ist incoming government orders 
have more than kept pace with de- 
liveries on existing contracts. 

GE Offers Photo Lamp Catalog 

GeneraL Exectric is distribut- 
ing a new photographic lamp cat- 
alog, a 28-page, four-color book 
which features the complete line of 
G-E lamps for all photographic 
services. Featured in the catalog are 
photos and descriptions of popular 
types and sizes of G-E photographic 
lamps, along with applications, tech- 
nical data, and lamp list prices. 

Among the lamps described and 
illustrated are: photoflash and pho- 
toflood types: projection and studio 
lamps; repeating flash tubes; lamps 
for film viewing, color viewing. 
editing, for dark rooms and copy 
boards. 

The new lamp catalog is available 
through the division’s various dis- 
trict t sales offices. 


K. Spelletich Handles Projection 
Soles for Victor Animatograph 

® Supervision of domestic and ex- 
port sales accounts for Victor ANI- 
MATOGRAPH CORPORATION'S 
projectors will be the new respon- 
sibility of KALMAN (Spec) SPELLE- 
Jr., 
essistant sales manager of the Dav- 


who was recently named 


enport, lowa company. He will also 
introduce the new Victor Magne- 
sound recording attachment for the 
company’s projectors. 

Mr. Spelletich entered the audio- 
visual field in 1946 as a member of 
the Victor sales department and later 
served as a sales representative for 
the company with offices in Wash- 
ington, D. C. For the past two 
years he has been a sales representa- 
tive for the DeVry Corporation. 


Fourth Institute for A-V Selling 
Scheduled to Begin July 27 

* Audio-visual manage- 
ment will be one of the courses 
offered at the fourth annual Na- 
tional Institute for Audio-Visual 
Selling to be held July 27-July 31 
at Indiana University. The institute 
is jointly sponsored by the National 
Audio-Visual Association and the 
Audio-Visual Center of Indiana Uni- 
versity. 


business 


Other courses offered are sales 
management, salesmanship, and a 
workshop on film library operations, 
Thirty-five experienced instructors 
will be teaching the courses which 
are designed to deal with special- 
ized, practical problems. Actual 
sales demonstrations and other types 
of “role playing” will be featured 
throughout. 

Enrollment is permitted in only 
one of the four courses. Tuition is 
$35 per person; $15 deposit is re- 
quired. Estimated total cost for 
room and meals is $32 for the en- 
tire session, 

For a registration form write to 
K. C. Rugg, Audio-Visual Center, 
Indiana University, 1804 Tenth St. 
Bloomington, Indiana. Any dealer 
specializing in audio-visual services 
will profit by attendance. 


You should own the McGraw-Hill book 
FILMS IN wens AND INDUSTRY 


HENRY CLAY GIPSON 


President of 


FILMFAX PRODUCTIONS 


Filmfax produces motion pictures and slide- 
films for all business purposes but special- 
izes (with a production background of over 
250 titles) in color filmstrips for use in 
education. 


$5.00 postpaid from FILMFAX PRODUCTIONS, 10 East 43rd St.. New York 17, N.Y. 


VOLUME 


SLASH Film Production Costs! 


| This low cost automatic film 
processing does the job right 
|| on your own premises. BRIDG- 
AMATIC slashes film produc 
tion costs and removes tne 
guess, saves valuable time 
|| protects your precious nega 
tives. Speeds up your entire 
production routine. Straight 
| 16mm or 16/35mm combina 
tion models, NEGATIVE, POS 
| ITIVE OR REVERSAL trom 
| $1095 to $9950. Develop and 
| dry ready for showing your 
own spot newsreel same day 
| events occur. TV stations, 
| small labs., educational insti- 
| tutions, video film producers, 
| microfilmers have proven 
| BRIDGAMATIC in the field for 
several years 


i] 

| COMPLETELY SELF CON. 
| TAINED with patented over. 
|| drive, air squeegees, built-in 
|| drybox, heating elements, 
|| STAINLESS STEEL TANKS. Nc 
special skill required for oper 
ating —attach rubber hose and 
plug in 


| Lighting, 


Bive Seal Recorders, 
& McAllister Spots, 
Bochground 


| 
| many ITEMS AVAILABLE ON TIME 


i AWARDED FEDERAL SUPPLY SERVICE CONTRACT 
i 2nd STRAIGHT YEAR FOR ALL U.S. GOV'T. AGENCIES 


BRIDGAMATIC 216 C, gestive film 
speed 1800 per hour, $2995 (without 
extras). 


BRIDGAMATIC JR. $1095 


for small labs., pesitive film speed 600° per hour 


y Blimps & Dollies, hele Lights. 


(S.0.S. CINEMA SUPPLY CORP. 


ALL STEEL 


CABINETS 


FILM STRIP AND SLIDE 


@ Holds 336 11," Film Strip 
cans. Each can is held in sepa- 
rate compartment. Individual 
and Master index. Six remov- 
able drawers with back stops. 


Five removable 
drawers with back 
stops hold all types 
of 2” x 2s. Each 
slide held in posi- 
tion. Instant selec- 
tion. Individual in- 
dexing. Holds 1250 
slides. Beautifully 
finished in olive- 


grey baked enamel. SF-S 


FOR COMPLETE FILM EQUIPMENT 
SEND FOR FREE CATALOG 


Newmade. 


PRODUCTS CORPORATION 
330 West 42nd Street 
New York 18, N. Y. 
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Complete Technical and Editorial 
Services to 16 mm Business, Educa- 
tional and Religious Film Producers 


SCRIPT PREPARATION 
TITLES AND ANIMATION 
PHOTOGRAPHY 

SOUND RECORDING 


RE-RECORDING 
from magnetic tape or film 


MUSIC LIBRARY 
EDITING AND CONFORMING 


GEO. W. COLBURN 
LABORATORY, INC. 


164 NORTH WACKER DRIVE, CHICAGO 6, ILLINOIS 


dge- Numbered Work Prints—Color Masters— 
Duplicate Negatives— Release Prints 


* 
* 


Only Ideal covers 


the 33 major 


film markets 


With the addition of coven new aller 
CLEVELAND 
PHILADELPHIA 
PITTSBURGH 
HOUSTON 


FORT WORTH 
BIRMINGHAM 
SPOKANE 


How 


Your films waste less time in transit— making 


more bookings per print possible 


Your films receive hard-hitting, on-the-spot 
promotion in the 33 top film market. 


* Ideal Pictures 


Are Narrators People? 


by Joe Julian 


of industrial, institutional 
sound like vocal bill 


newsprint not like 


ANY NARKATORS 
and TV files 
boards or audible 
narrators 


Perhaps this is because most 


re » radio announcers, or have been in 


fluenced by radio announcers who, because radio 
is entirely a sound medium, put “evervthing” 
into their voices. Even in radio, the typical an- 
nouncer technique is the least effective way of 
vetting a message across, The human voice offers 


1 much greater opportunity for close personal 


contact with an audience than any other adver 


tising medium, but the tone must be right lis- 
teners resent being bludgeoned with words. 
films, this 


of the pieture’s poten 


Particularly in type of narration 


represents a huge Waste 
tial, A film primarily engages the eve, therefore 
viewers resent, even more than radio listeners, 
the simultaneous assault on their ears by narra 
tors whe talk aft them These 


narrators approa h their work as “salesmen” 


instead of to them 


which inevitably generates “sales resistance” } 


or paragons oft polished speec h enjoying 
of their own mellifluous voeal chords 


faultlessly «vllable 


the sounds 


is they enunciate every 


Interpretation Should Be Natural 


| think the 


should be te interpret the film and to explain it, 


proper function of the narrator 


not as a pedagog or a salesman but as one hu- 
man being to another, This can be done in a 
simple natural manner, letting diction fall where 
it may. An approach like this induces the ideal 


state of receptivity in an audience wanting to 
learn. It lets the preture and the facts presented 
do their own selling. 

many radio announcers to 


They 
Thes pick up a seript, 


Its not easy for 
achieve this simplicity are facile and they 
are expert sight readers 
look it over once or twice and give an intelli 
reading but sincerity is not 


gent simple 


achieved that easily. A good narrator does not 


oa good reading he a performance 


The Narrator Has a Role to Play 


| have after 


vears of observing and narrating films and ex- 


reached this conclusion many 
perimenting with various techniques. | always 
approach a narration as a role to playa part to 


interpret, and apply myself to absorbing the 


material of the seript, as though rehearsing for 
a play. Hf the voice is intended to be a character 
that appears in the film, | try to identify with 
that character. If its an abstract commentary 
on the action, | make it less abstract by thinking 
of myself as play ing the part ola representative 
of the fiem or organization behind the film. Soe, 
also, | ervstalize the image of my audience into 
i single person. If the film is to be shown, say, 
to a convention of auto dealers, | address my 
self to a mental picture of my own dealer sitting 
wross the microphone from me. This seems to 
effect a modulation of tone, that enables each 
individual in the audience to feel that he pet 
somally, is good 


being addressed narrator 


Eprror’s Nore: Two films were released 
the other day, both of them beautifully pho- 
tographed and edited with taste. It could be 
noted that both scripts had been carefully 
prepared and fitted the subject, vet one 
film was alive, warm and sincere while the 
radio's most 


other. narrated by one of 


widely known commentators, seemed as 
false and bombastic as could possibly be. 

How does a really good narrator pre- 
pare for a film job? To get a sidelight on 
this important facet of film making we 
asked one of the best, Joseph Julian. to 
describe his impression of what makes a 
good film narration 

Joe Julian is a radio actor in New York 
and speaks on behalf of his profession. His 
narration of such films as Fishing in 
flaska for Nash Motors, Union at Work 
for the Textile Workers Union, Tomorrou 
Veets Today for Ford Motor Co., Arilium 
for Monsanto Chemical, Let's Go Camping 
for the Girl Seouts and many others. have 
been widely hailed as some of the most 
convineing film narration to be heard any- 
where. today. 


does not narrate—-he plays a scene with a mem- 
ber of his unseen audience. This requires that he, 
basically, be not an announcer-—but a good 
actor, with a creative actor's equipment and 
training. He must employ the tools of the actors’ 
craft identify 


part, and to invest the role with his own genuine 


imagination, ability to with a 


However most good actors are accus- 


feelings. 
tomed to long weeks of rehearsing their parts in 
the theatre, and are incapable of giving a good 
performance after a short rehearsal in a sound 
This narrows 


down the reservoir of 


to the field of 


studio, 


narration radio actors. 


Training and Experience Are Assets 

Their training in quick interpretation and 
performance, and familiarity with microphone 
technique, makes them ideally suited to the re- 
quirements of industrial, institutional and TV 
film producers who prefer simple honest con- 
viction in their spoken commentaries, to the glib 
voices of high pressure “salesmen.” 

The audience may not be able to analyze 


the difference. But they feel it, Oe 
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Have you a store 
of negativesunusable because 
of shrinkage? The new 
PEER-RENU Treatment will 
restore them to usefulness. 


Write for details. 
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165 WEST 46TH STREET, NEW YORK 36, N. Y. 
959 SEWARD STREET, HOLLYWOOD 38, CALIF. 
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Festival Guamour (on the feminine 
side) with Fern Long (left) and Vir- 
ginia Beard (right) shown with Ott 
Coelln, awards dinner speaker at the 
Cleveland Fiim Festival. 


Cleveland's 5th Film Festival: 

(CONTINLTED FROM PAGE rHIRTY-ONE) 
program. O. H. Coelln, Jr. editor of Business 
SeREEN, called attention to widespread physical 
progress in communication media but called at- 


KLEARCITE | 


TRANSLUCENT SCREENS | 
| FOR REAR PROJECTION | 


Specializing in Outdoor 
Screens for Rooftop Advertising 
(Sizes up to 50 x 100 feet) 


Indoor Screens in Sizes 
Up to 17 x 24 feet 


ALL SCREENS MADE TO ORDER 


Write today for brochure 


KLEARCITE SCREEN COMPANY 
| 1428 N. Orleans St. Chicago 10, Ill. | 
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tention to the urgent need for more critical values 
in “what we communicate” now that the “how” 
of communication has been answered by millions 
of radio and t.v. sets; mass circulations of printed 
media and nearly a half-million l6mm sound 
projectors in use. 

Group Audience Reaction a Factor 

Citing the group use of 16mm films as both a 
safeguard and important advantage of the me- 
dium as opposed to the individual viewing and 
reading of other media, he reminded the audi- 
ence of the kinds of films they had liked through 
previous years of the Festival. The public serv- 
ice appeal and honest contributions to public 
information made by a majority of these were 
criteria for other producers and other sponsors 
to follow. 

Verifying the Cleveland “oscar” choices in 
previous years are the phenomenal audience 
figures for films like Miracle in Paradise Valley 
(1948 winner) ; Human Bridge (1950 winner and 
Big Idea (1951 winner). The contribution of Fes- 
tival programs and audiences to raising stand- 
ards of production, in interest and quality, was 
especially noted. 

“Time was,” the speaker concluded, “when a 
l6mm sound film production was either a novel 
adventure or a sop to the sponsor's vanity, with 
no illusions regarding audience and comparison 
with other media a thing undreamed of. 

Exemplifies Spirit of Democratic Society 

“But tonight and every night and through the 
days ... wherever group-minded America meets 

. in country grange hall or community forum 

. at plant cafeteria or under the stars at a 
rural crossroads . . . there’s a l6mm film be- 
ing shown. The essence of the American spirit 
of group interest and group-participation is at 
work, Films on conservation of resources, either 
human or material; films on human relations: 
films which relieve monotony and boredom and 
films which help improve skills or hobby inter- 
ests . . . these are part of the raw material with 
which we weave new and constantly-growing 
audience patterns. 

“The constant improvement of our weave and 
of the stuff which we fashion to serve all of us 
. and thus to serve ourselves . . 


. is the solid 
contribution made by Festivals like this one. To 
all who helped make this Fifth Annual Cleveland 
Festival the truly national event it has become we 


well done!” Q 


sav again... 


General Mills Completing Third Film 
in Series on Children and Nutrition 
* There's a new General Mills color film just 
completing on nutrition education. Titked What 
Vakes Children Eat? this 19-minute subject com- 
pletes a trilogy in this important area which was 
previously covered by And So They Learn and 
the widely-heralded The School That Learned to 

Eat. 

Script for this new piece is by Oeveste Gran- 
ducci of Washington, D. C. and production was 
under the supervision of Paul Lawrence. Tom 
Hope heads the company’s Film Department but 
is rumored enroute to Europe on a special Army 
assignment which he will fulfill while on sabbat- 


tical leave. 


In The Midwest 
It's 
BILL CROSSON 


Motion Picture Cameraman 


Formerly with the 
Jam Handy Organization, Detroit 


Now available to Producers for 
assignments on Free-Lance basis. 


Theatrical Productions 
Commercial Productions 
T.V. 


B. & W.; Color 16 mm & 35 mm 


(including Technicolor Monopok 


OR 
Semi-package deal available to 
Producers on request. No Service 
Charge. Inquiries invited. 


Member Local 666 —1.A.1 S.E. 
15322 Heyden Avenue 
Detroit, Michigan 


Fully automatic projector * * * 48 2x2 slide 
capacity 750-1000 watt projector * * * Remote 
Control. 
For personnel instruction, sales meetings, show- 
rooms and Customer Service presentations. 
Ask for a demonstration and be convinced. 


Write jor SPINDLER & SAUPPE 
Information 220! BEVERLY BOULEVARD 


LOS ANGELES 4, CALIFORNIA 


SEE the Selectroslide 


SOUND RECORDING 


at a reasonable cost 


High fidelity 16 or 35. Quality 

guaranteed. Complete studio and 

laboratory services. Color printing 
and lacquer coating. 


ESCAR 
MOTION PICTURE SERVICE, 


7315 Carnegie Ave., Cleveland 3, Ohio 
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EASTERN STATES 


© CONNECTICUT 


Rockwell Film & Projection 
Service, 182 High St., Hartford 5. 


DISTRICT OF COLUMBIA 


Jam Handy Organization, Inc., 
1730 H Street, Washington 6, 


The Film Center, 915 12th St 
N.W., Washington 


MARYLAND 


Howard E. Thompson, Box 204, 
Mt. Airy 


MASSACHUSETTS 
Cinema, Inc., 244 Clarendon St., 
Boston 16 


NEW HAMPSHIRE 


A. H. Rice Co., Inc., 78 West Cen- 
tral Street, Manchester. 


NEW JERSEY 


Slidecraft Co., 142 Morris Ave., 
Mountain Lakes, N. J 


NEW YORK 
Association Films, Inc., 35 West 
45th Street, New York 19. 
Buchan Pictures, 79 Allen St. 
Buffalo 
Charles J. Giegerich, 42-20 Kis- 
sena Blvd., Flushing. 


Comprehensive Service Co., 245 
W. 55th St.. New York 19. 


Crawford & Immig, Inc., 265 W. 
14th St.. New York City 11. 


The Jam Handy Organization, 


Inc., 1775 Broadway, New York. 
Ken Killian Sd. & Vis. Pats. 
P. O. Box 364 Hempstead, N. Y. 
Mogull, Film and Camera Com- 
my, 112-114 W. 48th St., New 
fork 19 
S. O. S. Cinema Supply Corp., 
602 W. 52nd St . New York 19. 
Specialized Sound Products Co., 
551 Fifth Ave., New York 17. 
United Specialists, Inc., Pawling. 
Visual Sciences, 599RS Suffern. 


PENNSYLVANIA 
Jam Handy Organization, Inc., 
930 Penn Ave., Pittsburgh 22. 


J. P. Lilley & Son, 277 Boas St. 
Harrisburg 


Lippincott Pictures, Inc., 4729 
Philadelphia 39 


Ludlow 


* RHODE ISLAND e« 
Westcott, Slade & Balcom Co., 


95-99 Empire St., Providence 3. 


WEST VIRGINIA 


Haley Audio-Visual Service, 
Box 703, Charleston 23. 


Pavis, Inc., 427 W. Washington St., 
Phone 2-5311, Box 6095, Station 
A, Charleston 2. 


B, S. Simpson, £18 Virginia St., 
W., Charleston 2. 


Theatre Service & Supply Co., 
Phone 24043, Box 1389, Hunting- 


ton, 


SOUTHERN STATES 


ALABAMA « 


Stevens Pictures, Inc., 506 Eight- 
eenth St., North, Birmingham. 


FLORIDA « 


Norman Laboratories & Studio, 
Arlington Suburb, Jacksonville. 


GEORGIA 


Colonial Films, 1118 W. Peachtree 
St., N.W., ATwood 7588, Atlanta. 


Stevens Pictures, Inc., 101 Walton 
St., N. W., Atlanta 3. 


LOUISIANA ¢ 


Stanley Projection Company, 
21144 Murray St., Alexandria. 
Stevens Pictures, Inc., 1307 To- 

lane Ave., New Orleans. 
Stirling Visual Education Co., 
1052 Florida St., Baton Rouge. 


Delta Visual Service, Inc., 815 
Povydras St., New Orleans 13. 


MISSISSIPPI 


Herschel Smith Company, 119 
Roach St., Jackson 110. 


Jasper Ewing & Sons, 227 S. State 
St., Jackson 2. 


TENNESSEE ¢ 
Southern Visual Films, 687 
Shrine Bldg., Memphis. 


Tennessee Visual Education 
Service, 416 A. Broad St., Nash- 


ville. 


VIRGINIA 


Tidewater Audio-Visual Center, 
617 W. 35th St., Norfolk 8, Phone 
51371. 


A NATIONAL DIRECTORY OF VISUAL EDUCATION 


* ARKANSAS 


Grimm-Williams Co., 115 W. 
Sixth Street, Little Rock. 


MIDWESTERN STATES 


ILLINOIS 


American Film Registry, 24 E. 
Eighth Street, Chicago 5. 


Association Films, Inc., 79 East 
Adams St., Chicago 3. 


Atlas Film Corporation, 1111 
South Boulevard, Oak Park. 


Jam Handy Organization, Inc., 
230 N. Michigan Ave., Chicago 1. 


Midwest Visual Equipment Co., 
6961 N. Clark St., Chicago 26. 


Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5, Mo. 


INDIANA @ 


Burke's Motion Picture Co., 434 
Lincoln Way West, South Bend 5. 


IOWA e 


Pratt Sound Films, Inc., 720 3rd 
Ave., S.E., Cedar Rapids, lowa. 


Ryan Visual Aids Service, 517 
Main St., Davenport. 


KANSAS-MISSOURI ¢ 


Kansas City Sound Service, 1402 
Locust St., Kansas City 6, Mo. 
Erker Bros. Optical Co., 610 

Olive St., St. Louis 1. 


Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5. 


MICHIGAN 


Engleman Visual Education 
Service, 4754-56 Woodward Ave., 
Detroit 1. 


Jam Handy Organization, Inc., 
2821 E. Grand Blvd., Detroit 11. 


Capital Film Service, 224 Abbott 
Road, East Lansing, Michigan. 


OHIO « 


Ralph V. Haile & Associates, 
215 Walnut St., Cincinnati. 

Academy Film Service Inc., 2300 
Payne Ave., Cleveland 14. 

Fryan Film Service, 3228 Euclid 
Ave., Cleveland 15. 

Sunray Films, Inc., 2108 Payne 
Ave., Cleveland 14. 

Jam Handy Organization, Inc., 
310 Talbott Building, Dayton 2. 
Twyman Films Inc., 400 West 

First Street, Dayton. 
M. H. Martin Company, 1118 
Lincoln Way E., Massillon. 


DEALERS 


© WISCONSIN 


R. H. Flath Company, 2410 N. 3d 
St., Milwaukee 12. 


WESTERN STATES 


CALIFORNIA 

Donald J. Clausonthue, 1829 N. 
Craig Ave., Altadena. 

Coast Visual Education Co., 5620 
Hollywood Blvd., Hollywood 28. 
Hollywood Camera Exchange, 
1600 N. Cahuenga Blvd., Holly- 

wood 28. 

Jam Handy Organization, Ine., 
7046 Hollywood Blvd., Los An- 
geles 28. 

Ralke Company, 829 S. Flower St., 
Los Angeles 17. 

Spindler & Sauppe, 2201 Beverly 
Blvd., Los Angeles 4. 

Association Films, Inc., 351 Turk 
St., San Francisco 2. 

Cc. R. Skinner Manaf 
Co., 292-294 Turk St., San Fran- 


cisco 2. 


COLORADO 


Dale Deane’s Home Movie Sales 
Agency, 28 EF. Ninth Ave., Den- 
ver 3. 


OKLAHOMA 


Vaseco, 230] Classen, Oklahoma 
City 6. 
H. O. Davis, 522 N. Broadway, 


Oklahoma City 2. 
Kirkpatrick, Inc., 1634 S. Boston 
Ave., Tulsa 5. 
OREGON 
Moore’s Motion Picture Service, 
306 S. W. Ninth Ave., Portland 5. 
TEXAS 
Association Films, Inc., 1915 Live 


Oak St., Dallas 1. 
George H. Mitchell Co., 712 N. 
Haskell, Dallas 1. 


Capitol Photo Supplies, 2428 
Guadalupe St., one 8-5717, 
Austin. 


UTAH 


Deseret Book Company, 4 E. So. 
Temple St., Salt Lake City 10. 


_CANADA - FOREIGN | 
Audio-Visual Supply Company, 


Toronto General Trusts Building, 
Winnipeg, Man. 


a 
q 
706 Caracas, Venezuela, S.A. 
{ 
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REFERENCE SHELF 


Usefal Film Guides Available 

for Your Audio-Visual Library 
Association Publishes Film Guide 
* A film directory useful in plan- 
ning supervisory training programs 
has been published by the National 
Association of Foremen. Containing 
more than 300 films of interest to 
foremen, the directory carries brief 
descriptions of the films, their 
sources, and terms of availability. It 
may be obtained by writing to the 
association at 321 West First St., 
Dayton 2, Ohio. 


Public Administration Clearing 
House Issues Tips for Users 

* A booklet which outlines funda- 
mental practices of audio-visual 
education has been prepared by 
Rachel M. Goetz, visual aids con- 
sultant. Entitled “Tips for New 
Film Users,” it may be obtained by 
writing to Public Administration 
Clearing House, 1313 East 60th St.. 
Chicago 37, Il. 


New Canadian Directory Lists 
5,000 Free Loan Pictures 

* Over 5,000 l6mm films are avail- 
able free in Canada according to 
the Directory of Sources of Spon- 
sored Films Available Free in Can- 
ada recently compiled by CRAWLEY 
Firms Limirep. 

The directory liste nearly 185 dif- 
ferent sources where l6mm_ pro- 
jector owners can get films without 
charge. It is the first complete sur- 
vey of its kind to be made in 
Canada. 

Preface of the booklet points out 
that the first sponsored film made 
in this country was in the 1890's 
by Massey-Harris. Since that time 
industry, education and associations 
have increasingly sponsored films 
and filmstrips so that now close to 
500 are produced yearly in Canada. 

Film subjects listed in the book- 
let range from aluminum to woolen 
manufacture, from baking recipes 
to travelogues. It is expected that 
the directory will be amended ev- 
ery few years as new films become 
available. 

Limited quantities are being dis- 
tributed without charge by Craw- 
ley in Ottawa, Toronto and Mon- 
treal. Additional copies may be ob- 
tained at cost from The Canadian 
Film Institute in Ottawa. 


New Guide Lists Medical Films 
® The 1952 supplement to the cu- 
mulative index of Professional Mo- 
tion Picture Films has been pub- 
lished jointly by the Academy-In- 
ternational of Medicine and the 
Academy-International of Dentistry. 
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A film guide for doctors of medi- 
cine and dentistry, the supplement 
contains descriptions and sources of 
new medical films as well as recent 
audio-visual activities. It may be 
obtained by writing to the Commit- 
tee on Professional Films, Academy- 
International of Medicine and Den- 
tistry, 214 W. 6th St.. Topeka, 


Kansas. 


N.Y. Periodical Sets Up Dept. 

to Review Non-Theatrical Films 

* Another step was taken recently 
toward recognition of the non-theat- 
rical film as a medium worthy of 
special attention. NATURAL History, 
periodical of The American Museum 
of Natural History in New York, 
has established a new department 
called “The Screen.” Devoted to the 
review of films in the fields of na- 
ture, geography and exploration, the 
new department will feature com- 
mentaries by authorities in natural 
science who are familiar with the 
locale, people and animal life ap- 
pearing in films selected for review. 

In most cases the reviewers will 
come from the more than 125 mem- 
bers of the scientific and educational 
staff of the museum, but outside 
authorities will be called upon from 
time to time so that readers of the 
column may have the most expert 
comment. The new department will 
be under the editorial supervision 
of Elizabeth Downes. 

The April issue featured a review 
of The Olympic Elk, Disney's lat- 
est addition to his series of nature 
films. This review is made up of 
comments on various aspects of the 
film by Dr. Harold E. Anthony, 
chairman of the museum's mam- 
mals department, Mr. Richard E. 
Pough, head of the department of 
conservation and Dr. Charles Rus- 
sell, long time member of the mu- 
seum’s department of education. 

Also considered in the April is- 
sue was The Navajo, reviewed by 
Dr. Harry Tschopik, Jr.. assistant 
curator of Ethnology, who has lived 
among the Navajos and has had 
wide experience with the problems 
of primitive men, 
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Are some of your old films 
Dirty? 
Oily? 
Dried out? 

Are some of your new films 
Tacky? 


Now is the time to CHECK your prints 


If the answer is “Yes” to any of these questions, 
your next step is to have such films 
Scratched? 


PEERLESS-Serviced | ‘win: 


Services include cleaning ... repairs... rehumidification... scratch removal... 
and the famous Peerless- Treatment that guards against future damage, 
makes your films screen better and last longer. 


EERLESS 


FILM PROCESSING CORPORATION 
165 WEST 46th STREET, NEW YORK 34, NEW YORK 
959 SEWARD STREET, HOLLYWOOD 38, CALIF. 


Film Libraries~/ 


When you write, please mention 
size of your library and maximum 
number of prints you could spare at 
one time, for cl 


g ond treot 


We Sell 
We Kent 
We Service 


A complete line of 
3S5Smm—lé6mm Mitchell, Bell 
& Howell, Maurer cameras 


TV GROUND GLASS... 


CAMERAS 
MOVIOLAS 
DOLLIES _ 


for Mitchell Standard, W. C., Bell & Howell Sriewold 

Sen HOT SPLICERS! .. . $65. 
Outlines active receiving area and Your Griswold Splicer, Models R2 ond R3, 
Acodemy (sound) operture. converted to hot splicer.. . . $40. 


Expert factory repairs. We mount lenses. 


FRANK C. ZUCKER 


MER a CQuipment OC. 


NEW YORK CITY 


BUSINESS SCREEN LOCATED IN NEW CHICAGO OFFICE 

* As of May 1, 1952 the new — gan opposite Loyola Park. The 

Chicago headquarters of Bust- — building houses a Direct-Mail 

NESS SCREEN are located at 7064 — Division as well as editorial, cir- 

Sheridan Road on Lake Michi- — culation, and production depts. 
Address: 7064 Sheridan Road, Chicago 26, Illinois 


If you need !6mm Color Prints this summer ship to Color Repro- 
duction Company. Their complete !6mm color film facilities are 
open the year around. 


FINEST 


DEPENDABLE ALL 


QUALITY FAST COLOR PRINTS 
PRINTS SERVICE GUARANTEED 
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For |émm. Film — 400° to 2000° Reels 
Protect your films 


Ship in FIBERBILT CASES 


Sold at leading dealers 


original 
Fiberbilt 
Cases 


Airlines on the Screen: 


(CONTINUED FROM PACE TWENTY-EIGHT) 


effort are coordinated to serve the passenger 
from the moment he picks up the telephone to 
make a reservation to the time he collects his 
luggage at his destination. Almost everything 
connected with an airline's operation is covered 
in this broadly conceived publie relations sub- 
ject 

At TWA's huge maintenance and overhaul base 
the audience sees how airplanes are overhauled 
at periodic intervals. Each engine is minutely 
taken apart, its parts cleaned and tested or re- 
newed, reassembled and “run-up.” 

The story follows the preparation for a flight 
from the time the crew checks in with the flight 
control department and the meteorology office to 
the captain’s final flight plan which charts pre- 
cisely the altitude and course he will fly to assure 
maximum over-the-weather smoothness for the 
comfort of the passengers. 

Even the kitchen comes in for a going-over. 
TWA’s master kitchens at Kansas City are pic- 
tured, illustrating the desserts and soups, cooked 
and frozen, that will be restored at flight time for 
hot. full-eourse meals. 

Other general interest films that help to satisfy 
the public’s curiosity about airplanes and air- 
men are Working with Wings (description of 
TWA's overhaul base); Food for Flying (how 
meals are served); and Airline Glamour Girls 
(activities of a TWA hostess). 


“United 6534" Sets Industry Standard 
for United Airlines Film Program 

* Outstanding among airline-sponsored films is 

United 6534, ( Business Screen, No, 7, Vol. 12). 

Here is the story of the care, the infinite caution, 

and the almost incredible knowledge involved in 

one cross-country flight. 

\ public relations film that promotes its spon- 
sor, United Airlines, and creates good will for the 
entire aviation industry, United 6534 eschews the 
travelog and goes straight to the center of the 
public's seemingly endless interest in aviation. 

“What is done to protect my safety?” is a 
question that any prospective air traveller may 
well ask. United's film answers the question sim- 
ply and honestly by dramatizing the cross-coun- 
try flight of an actual plane —United 6534. 

The constant, humming activity, the duties of 
airline personnel in the air and on the ground, 
the technological developments — all are pre- 
sented, showing how an airline strives for safety 
and convenience, for uninterrupted operation of 
schedules every day of the vear. Producer was 
Cate & MeGlone, of Hollywood. 


Following this vein of general public relations 


SPECIAL OPTICAL EFFECTS 
AND TITLES 
On the “Fireside Theatre” TV Series 


by 
RAY MERCER & COMPANY 
4241 Nerme! Ave. + Hollywood 29, Collf. 
Send for Free Optical Effects Chart 


films, United also is distributing Of Men and 
Wings, which recounts the progress of coast-to- 
coast air passenger service and air mail during 
the past quarter century. Back in 1920 it took 
$2 hours to fly air mail across the country: in 
1947, the time was 914 hours. Of Men and Wings 
records this dramatic fact. 

United's acceptance of the motion picture as a 
selling medium is evident in its latest film, Scotty 
Wins Her Wings, which was designed to attract 
capable young women to careers as airline stew- 
ardesses. The company’s training school is pic- 
tured and the studies of an actual neophyte are 
followed. Now being readied for distribution to 
women’s groups, Scotty was also produced by 
Cate & MeGlone. 

To round out United's film program, three 
travel promotion films of the traditional type are 
available from the carrier's local sales offices. 
Titles are High-Way to Hawaii, Skyway to Yo- 
semite, and Yellowstone and the Grand Tetons, 

Eprror’s Note: Such excellent film fare as that 
of Western Airlines and perhaps one or two 
others not included in the preceding report will 
be surveyed next month. Several lines, such as 
Northeast, reported no film programs. but they 
are in the minority. 


Fowler 


PROJECTOR 


—the most amazing projector ever 
developed — must be seen to 
be appreciated! 
FOR 
BILLBOARDS — ROOFTOP PROJECTION 
CONVENTIONS — WINDOW & COUNTER 
DISPLAYS — THEATRES — HOTELS 
AND 101 DIFFERENT USES 


Sales Representatives Wanted 


FOWLER COMPANY 
1432 N. Orleans St. . Chicago 10 
Phone: Michigan 2-8789 


IMMEDIATE CASH 
CAMERA EQUIPMENT 


NEED EYEMOS (SINGLE LENS AND TURRET), 
MITCHELLS, ARRIFLEX, DE BRIES, B&H STAND- 
ARDS AND HI-SPEEDS, WALLS, AKELEYS, CINE 
SPECIALS, AURICONS, MAURERS, FILMOS. 
ALSO BALTARS, COOKES AND OTHER LENSES. 
SOUND STAGE, LABORATORY AND EDITING 
EQUIPMENT OF ALL TYPES REQUIRED. PLEASE 
SHIP INSURED OR FORWARD DESCRIPTIONS 
AIRMAIL. IMMEDIATE PAYMENT. 


GORDON ENTERPRISES 


5362 N. CAHUENGA + NORTH HOLLYWOOD, CAL. 
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| ? wileged to assist The American Bible Society to give group coverage, with benefit of art and music and with 


with a new slidefilm is The Jam Handy Organization striking pictorial treatments. call in 


The origin and development of “The Good Book” is told in , 


sound and color. Its influence on the world today is dramatized 


in beauty of treatment JAM HANDY 
If vou have an important story to tell to which vou would like Ogansgalion 


Visualizations « Presentations « Educational Motion Pictures * Slidefilms ¢ Training Assistance 


New York 19 Washington 6, D.C. Pittsburgh 22 Detroit 11 Dayton 2 Chicago 1 Los Angeles 28 
1775 Broadway 1730 H Street, N.W. 930-932 Penn Ave. 2821 E. Grand Blvd. 310 Talbott Bldg. 230 North Michigan Ave. 7046 Hollywood Blvd. 
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